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2,500,000" women will see these 
diyles in VOGUE aud LIFE / 







@ Think what will happen when this 
new, enlarged audience sees these last- 
minute fashions that offer Walk-Over 
workmanship and fit—at $6.50! 


Introduced last Fall, Walk-Over CAMEOS 
immediately proved their volume ap- 
peal. Now, backed by a greater range of 
patterns in stock, bigger advertising and 
new, advanced styling, CAMEOs will put 
you right in the middle of the profitable, 
popular-price shoe business! 





ILLUSTRATED: At left— FROCK, advertised 
in September 4th LIFE. Popular walled toe. 
Brown calf with brown suede. 

At top—OAKLEY, a best-selling CAMEO fa-!- 
ion. Black or brown suede with patent. Al-o 


* 4 conservative estimate. Sur- 
veys show that each of the 
2,500,000 copies is usually 


For — oe = mae this ail 0 tie, tts > fur black calf 

¥ persone! 
re om pd = $ . ners At bottom—REGINA, advertised in Septem- 
Planned Merchandising, write to Geo. E. ber Ist vocue. Gored pump. Black suede 
Keith Company, Brockton, Mass. with puffed patent bow. 


WALK-OVER Casneo FASHIONS 
56.50! 


HIGHER WEST 





TO RETAIL AT 
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P, I. VOLK of P. H. Volk & Com- 
pany, Inc., Baltimore, Md., writes: 

“It is time for all trade associa- 
tions to make an issue of the ‘Re- 
turn Goods’ evil which is growing 





daily. They should work up some 
national legislation prohibiting the 
abuses, annoyances and expense this 
carelessness causes—due to lack of 
decision at the time of purchase.” 


- » 7 


JOHN V. MOORE of the Moore 
Fabric Company, Pawtucket, Rhode 
Island, says: 

“We are continually plagued by 
orders placed, then cancelled for 
reasons that are neither logical nor 
fair. Something must be done to 
check unreliable ordering and can- 
cellation which places the manufac- 
turer in the uncertain position of 


never knowing where he is at.” 
se +e ‘ 


ALFRED A. CURTIS of The Lima 
Cord Sole and Heel Company, Lima, 
Ohio, says: 

“It is about time that some def- 
inite move was started in an en- 


deavor to eliminate from our indus- 
try the unsavory tactics that have 
developed so insidiously during the 
past ten to fifteen years, and the 
cancellation of orders and the un- 
just return of merchandise are only 
two of many. There is a certain 
element in the industry, in manu- 
facturing as well as in retailing, who 
seemingly lack any sense of honor 
or good business principles and who 
can think of more ways of tak- 
ing unearned discounts, unearned 
freight allowances, etc., etc., than 
one could possibly believe. 





“Responsible firms in the indus- 
try, whether they be tanners, manu- 
facturers, or retailers, should put 
concerted effort and whatever pres- 
sure is possible on the dishonest 
operators who make it so difficult 
for anyone to play the game in a 
fair and square manner such as ex- 
isted in the days of your father and 
mine.” 

* — ” 
DDR. REUBEN H. GROSS, dean of 
the First Institute of Podiatry, ad- 
vises Fair walkers: 


[9] 


“Don’t wear new shoes. Don’t 
were short, or snug hosiery. Don’t 
wear shoes and no hosiery. 
Don’t wear tight, circular garters. 


FIx EM UP FOR THE FAIR - 
J Doc! 


J 


Don’t neglect simple cuts, blisters 
or corns on the feet, as they may 
spoil your entire trip. Don’t wait 
to rest your feet until you are so 
tired that another step would be a 
tremendous effort. Don’t wear the 
same footgear every day. Have two 
or three changes available. 

“The do’s: Have your feet at- 
tended to before visiting the Fair, 
so that you will be assured of foot 
comfort. Rest each hour for at least 
five or ten minutes.” 


BBEN B. METTLER of the Mod- 
ernette Shoe Store, Vernon, Texas, 
writes: 

“The merchant who caters to the 
better trade, meaning shoes at $5.00 
and up, need not be bothered with 
his competition cheapening through 
clearance, because it takes a person 
with character to build a business of 
character. 








“Our business has improved all 
along, because we have merchandise 
of a character that chiselers cannot 
touch and we have a personal touch 
that chiselers cannot offer to intelli- 
gent trade.” 


BR. S. PITTS of the Hanover Heel 
and Innersole Company, Hanover, 
Pa., tells us: 

“It has always appeared to me 
that there is a certain amount of 
weakness or laxness in the leather 
business in general which has made 
it possible for many business people 
in these lines to conduct their busi- 
ness in a disreputable way.” 


* * + 


J. FRANK McELWAIN of J. F. 
McElwain Company, Nashua, N. H., 
tells us: 

“Most merchants in our industry 
believe that there is only one stand- 
ard, a living up to all just contracts. 
The willful violation of this princi- 
ple places an unfair burden, some- 
times disastrous, on those who play 
the game honorably.” 






But listen to a tale of woe 
That smacks y2u on the chin. 
The girl was young who walked inside 
shoe emporium. 
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—Ho hum! 

—The ole Sun, she do be beatin’ 
down right good an’ hot today. 
—Going on a vacation this Sum- 

mer? 

—Up in the North woods fishin’? 
Fine and dandy. 

—That's one thing the old tax man 
can't take away from you —a 
good vacation. 

—You can put that in memory 
book ot 4 sha it Rage long as 
you live. 

—E€ver catch a five-pound small- 
mouth bass trolling? 

—Some fun, I'll say— 

—Why, once up in Maine, |..... 

—Ho hum! It’s a right hot day. 


President 





Such grace—such lines and form.” 

He tried it on—the shoe was tight, 
He strove with might and main. 

She clenched her teeth, she moaned her 


plight, 
She fought against the pain. 
“Ah ... there ... it’s on,” the salesman 
cried, 


“It fits you neat and trim— 

And see how nice it looks,” he lied, 
“adds zest—and pep—and vim—” 
“It hurts me here, and back there, too,” 

“Oh, don’t mind that,” he said. 
“That's just because the shoe is new, 
Not broken in as yet .. . 
“Just wear them home and you will see 


. . « it’s very clear 
The size is much too small. 

“T've traded here for years and years, 
Was loyal to the core, 





But even though you're moved to tears 

I'll buy down here no more.” 

The moral to this tale of woe 

Is obvious I'm sure. 

Your trade will not increase and grow 

With just a man’s allure. 

—Saut D. Conn 
. * . 
S AMUEL LEASK, SR., of Samuel 
Leask & Sons, Inc., Santa Cruz, 
Calif., said: 

“In current dollars for every hun- 
dred dollars of income realized in 
1929, only $78.30 was available in 
1938. This decrease in total income 
was accompanied by a substantial 
increase in population, as a result 
of which per capita income dropped 
from $654 in 1929 to $492 in 1938, 
a reduction of $162 in the average 
income of every man, woman and 
child in the country. No amount 
of effort devoted to the transfer of 
resources from one group of people 
to another, by such devices as re- 
adjusting hourly wage rates, can 
alter these basic facts, nor increase 
aggregate purchasing power be- 
yond the limits set by the national 
income, which is the ultimate de- 
termining factor. 















“Independent department stores 
are compelled to face the fact that 
millions of people who used to be 
able to buy and pay for the better 
grades of merchandise carried by 
the majority of these stores cannot 
afford to buy goods of these grades 
under present conditions. For years, 
ten million employable workers 
have been habitually unemployed, 
and are fortunate if they receive $50 
or $60 per month to carry them 
along. The great army of part time 
workers are lucky if they can pay 
for shelter and for food enough to 
keep body and soul together. Seven 
million farmers have been realizing 
during recent years average net cash 
incomes of about $600 per year for 
their own labor and the unpaid 
labor of their families. Taking the 
United States as a whole, the earn- 
ings of the farmer laborers do not 
exceed 20 cents per hour, and the 
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rapidly increasing multitude of old 
age pensioners are skimping along 
on incomes ranging from $15 to 
$35 per month. 

“A revival of general prosperity 
accompanied by an increase of an- 
nual per capita income from $492, 
to say, $600 per year, should lead 
to a greater demand for the better 


classes of goods, with corresponding 
stimulation of sales in independent 
department stores handling that 
class of merchandise. There would 
not seem to be anything impossible, 
or even unlikely, in some such de- 
velopment as this in the not distant 
future. History has no record of » 
prolonged depression which has not 
been succeeded sooner or later by a 
period of comparative prosperity.” 
FRANK D. MEADE of William 
Skinner & Sons tells us: 

“Business purchased by excessive 
entertaining is never permanent. We 
have seen concern after concern use 
this method and other forms of 
commercial bribery rise like a 
rocket, astound their competitors 
and just as quickly sink into obliv- 
ion. There are salesmen we both 


know who can sell by no other 
method. 
“I will tell you a little secret. 


Whenever we see certain men 
change their connections after one 
of their fizzles, we keep a sharp eye 
on the new concern to see if it will 
go the same way. We believe hu- 
man nature is just the same as it 
always has been; that people are as 
honest as they ever were and that 
they respond to fair dealing. Our 
ideal is to sell identifiable merchan- 
dise at a fair price and so justly use 
our customers that they in turn will 
be fair to us. 

“We have had just one cancella- 
tion in my Specialty Division in the 
past three years and that man now 
regrets what he did and is trying to 
work with us again. ‘Give to the 
world the best that you have and 


the best will come back to you.’ It 
really works. The golden rule is just 
the same and works the same as it 
has for the last 1900 years.” 


Hi, C. SEGUR of the Orthopedic 
Shoe Company, Portsmouth, Ohio, 
writes : 

“Consumer buying habits might 
well have an indirect and even an 
unconscious effect on unethical tac- 
tics of the retailer. I have been told 
of one retail operation, the figures 
of which show a ratio of 18% of 
returns to gross sales. People to 
whom I have quoted this figure have 
said that it isn’t unusual in charge 
accounts retailing. 

“The consumer, and especially the 
woman consumer, is being badly 
spoiled. She has come to consider 
it as her royal right to make dupli- 
cate purchases of articles, returning 
those she has decided against after 
the family has helped her make up 
her mind as to the one she shall 
keep. 

“What matters if the articles re- 
jected have a few scratches on the 
soles, or that the dresses are mussed 
a littlke—The store never refuses to 
take them back.’ 

“Today's retailer is living with 
these practices in his relations with 
his customer. Consciously or other- 
wise, his very familiarity with such 
practices might well expand his con- 
science in his dealings with his own 
resources. 

















(12) 


“Some years ago such consumer 
buying habits were labeled pretty 
plainly as “Trade Evils.’ Less pro- 
test seems to be heard nowadays. 
May it be that they are gradually 
merging into the “Trade Customs’ 
classification ? 

“So, before it’s too late, let’s do 
all that we can to prevent the accep- 
tance of the subject of Mr. Ander- 
son’s article as ‘Trade Custom.’ ” 


HAOT foot test. . . . Two years ago 
several British scientists and psy- 
chologists decided that there is no 
mystery in fire-walking, though, in 
the words of Professor J. C. Flugel, 
“there is something to learn about 
the hardness of the human foot.” 
The University of London Council 
for Psychical Investigation provided 
a trench twenty feet long and five 
feet wide, filled with the glowing 
embers of nearly ten tons of oak 
logs. The surface temperature was 
740 degrees Centigrade, about seven 
and one-half times that of boiling 
water. Ahmed Hussain, a Moslem 
fire-walker, was one of the exhibi- 
tors, and several amateurs under- 
took the ordeal. Both the profes- 
sional and the amateurs were burned 
in varying degrees. 








“Never mind. Perhaps you will be having some more in!" 
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GET READY FOR 
THE WEATHER MAN 










No One Knows When the First Snow Storm Will Break, So Pro- 







mote Your Overshoes and Galoshes Early. Your Customer will 


Thank You Later 











LAST year the Weather Man gave the Galoshes Man a break. 
That manufacturer’s—and retailer’s—dream, the early snow 
storm, came to the Eastern States over the Thanksgiving holiday 
and started the selling season off with a bang. No one can predict 
what will happen this year, but the Summer has been unusually 
dry, so plenty of rain and snow may be the story this Fall and 
Winter. Anyway, we say have your stock ready early and advise 
your customer also to be prepared well in advance. Last Novem- 
ber’s blizzard is good material for this Fall’s promotion cam- 
paign. Remind your customer of what happened last year and 
sell her a pair of overshoes with her new Fall shoes. We cannot 
say it too often, “Sell the galoshes with the shoes.” Then they 
will fit the shoes, have the right heel height and toe shape and 


















Above: Suede surface with shiny tip and attractive 
. fur collar in this slip-on boot from Cambridge 
SX, : Smart low-cut pattern finished off with button and 

*e@ contrasting tip. Converse. Simple slip-on witli 
graceful throat. U. S. Rubber. 
















Left: Two types of high riding overshoes from 
Goodrich. The zipper boot is plain in surface and 
detailing with a strip of shiny contrasting surfac:« 
up the vamp. The three-button model has a pat 
terned surface and a shiny tip. Two patterns fron 
Hood. The neat folded tongue of the low oversho: 
follows closely the lines of many low step-in shoe: 
The boot has diamond-patterned surface with 
trim in smooth shiny surface and a conceale 
front fastening. 

















_— 
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by ELEANOR RUTLEDGE 


cover the shoe adequately. Any woman will appreciate these sell- 
ing arguments for we all have suffered with overshoes which did 
not fit the shoe. And by the bye, while you are at it, you might 
as well also sell her a pair of the handy little knitted socks which 
have been on the market for the past several seasons and which 
are just the thing to protect her delicate suede shoes, worn under 
the galoshes or overshoes. 

You have probably found, in looking over the market, that this 
season’s overshoes, like the new shoes, are distinguished for fine 
detailing. In finishes, suede, as in shoes, is popular. Contrasting 
surface—usually shiny—is used as trimming, suggesting the com- 
bination of suede with patent in shoes. A few all-over shiny 
galoshes—like the ones shown on the model—lock business-like 
and smart. Fine unobstrusive patterns, like the two diamond de- 
signs shown here, are sometimes used and give added interest 
to a plain shoe. Fastenings vary from none at all to single but- 
ton, three buttons and zipper. There do not seem to be many 
new ideas in fur-trimmed galoshes. Perhaps they will come in 
later for the Christmas season. A fur effect is obtained in the 
removable tab on one plain tailored shoe shown here. Top lines 

[TURN TO PAGE 34, PLEASE] 


Above: Navy blue boot with graceful front panel. 

Endicott-Johnson. Brown boot trimmed in rust. Re- 

movable tab conceals fastening. Beacon Falls. Three- 
button boot, classic pattern. Mishawaka. 


Right: Three types for children—High “Cowboy” boot 

in alligator print, blue with red trim. U. S. Rubber. 

Small child’s boot in red trimmed with white to 

brighten a dull day. Mishawaka. Allsohite boot with 
practical snap adjustment. Servus. 


Background photographs cour 
tesy of U. S. Rubber Co. 




















business being done on two men’s shoes, 
the classic strap monk and the jodhpur, “high boy” or 
promotion several times in the past few years. We told 
you in Boor ann SHor Recorper, some four or five 
years ago, of the Madison Avenue retailer who did a 
flourishing business in jodhpur types during the wet, 
cold Winter season, for the simple reason that his clien- 
tele—they sold largely English merchandise—felt the 


need of a high shoe that had some style and could be 
secured jn attractive leathers. Then there was the very 
successful promotion of the garden boot by a leading 
Fifth Avenue retailer a year or two ago and all in all 
there has been for some time a nice even business in 
this type of shoe, and also in jodhpurs, to do this neces- 

sary job. 
But their background as a universal country shoe, 
which may be worn for riding and for all occasions 
[TURN To PAGE 34, PLEASE] 
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Shoe Windows Look Forward to Fall 


ET’S mid-Summer by the calendar, a parching drought 
overspreads large sections of the country, the vacation 
is still at its height, and yet retail shoe stores are fea- 
turing Fall shoes in their windows, advertising them 
in the newspapers, and, according to many reports, 
selling them to customers in numbers that augur well 
for a prosperous Autumn. Such are the contradic- 
tions and inconsistencies of merchandising in a mod- 
ern world that’s in a topsy-turvy state of mind in many 
respects, yet proceeding with its business affairs as 
normally as one might expect under the circumstances. 

Perhaps, after all, the contradictions and the incon- 
sistencies are less actual than apparent, for isn’t it a 
natural thing for the prudent customer at this time 
of year to be thinking ahead when she makes a pur- 
chase of new apparel and new footwear? And isn’t 
it better for the merchant to make a profit in early 
August on a pair of early Fall shoes, rather than sell 
the same customer a pair of “clearance shoes” at loss, 
when the chances are she will wear them into early 
Autumn in any event? [TURN TO PAGE 39, PLEASE | 


Left: An early Fall shoe display designed by P. A. 
Kushell for the I. Miller: Salon of Russeks, De- 
troit. Steps and panel were in magenta color, rope 
trim in gold, foilage and fruit in natural colors, 
skirt in purple, and black shoes were shown. 
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Early Autumn Footwear Styles Now on Display in Shoe Stores the Country 
Over, Following Modern Tendency to Promote New Shoes at a Profit In- 
stead of Prolonging Clearances Through August. 


Photo at the top of opposite page shows the first 
Fall window display of the Ansonia 34th Street 
store, New York, in which trees and leaves in Fall 
colors are painted on the glass of the windows 


themselves, a recent innovation in display. 


At the top of this page is one of a series of 
cleverly designed and beautifully executed win- 


dow displays by Potter Shoe Co., Cincinnati. 


Series included shoes for the entire family. In 


each instance the display was built around a cen- 
tral idea, with harmonizing props and accessories. 


Above is another display from the same series 

by Potter Shoe Co., Cincinnati. In this case, the 

world’s fairs form the central theme, and travel 

footwear is featured. Smaller displays in cases 

and counters through the store continue the 
interest. 


Murfee’s, Inc., of Pampa, Texas, developed the 

attractive window display at the left from the 

“Get Out and Play More” promotion theme 

featured by Boor anp SHoe Recorper in its 
April 8th Sport Shoe Number. 
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HIT the Pgs 
HEADLINES a 
With NATIONAL MEN’S SHOE WEEK 









by R. E. ANDRUSS 






GOOD press is a big help in the success of any special 
promotion. But before you offer any “news releases” 
to your local papers concerning Men’s Shoe Week, be ee" : Fees Sa 

: - ‘ FRIOAY THE MORNING NEWS SEPTEMBER 8, 1939 
sure you have news of real interest that the editor will 
be glad to print. Be equally sure about the stories you Narionat Mens Shor Weex Launcues New Fart Season 















hand to the style or fashion editor. Don’t ask or expect interesting New Styles | Best Dressed Man’ in Local Contest. | 3¢ sure to Vist Your’ 
. od for Fall Are Displayed | guest of Honor at Dinner Tonight pate . 
the paper to give you news space for a mere “announce- Local Merchants Join. 
. . in National Program 
ment” just because you're advertisers. The fact that oF lp and Gases eee. 






you are advertisers should make you want to aid the aioe Dee SHOE 

editor in his policy of maintaining a NEWSpaper. Re- See WEEK, | 
member there are literally scores of special “weeks” for : See | 
which interested people seek publicity and plenty of -- Watch fr tis Shield || 





as his Shoes * 






other people or groups with axes to grind. 
If you have information of a general advertising 
nature that you would like to present, the best plan is 
to have the stores participating in the cooperative pro- — 
motion of the event place all their ads on the same page & | 
or in the same special section. Then buy as many pages | -¢ | 
of space as you will need to have room for both ads | te, See Sand 
and editorial or news stories, and build up the head- | 
lines to meet your own requirements; the cost of the ' 
extra space can be pro-rated among the ad-space users. | 
Building up situations that become news stories is 
not too difficult. The Mayor of New York recently 
officiated at the formal “switch throwing” of Lord and 
Taylor’s new cooling system which embodies new prin- & 
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This Is the Second Section of a Three-Part 
Promotion Program for Men’s Shoe Week. The 
First Appeared July 22. The Third Will Appear 
in Boor aNpD SHoE ReEcorpeER for August 19. 


ciples of compression. A dinner with several important 
local people as guests tg celebrate the opening of Men’s 
Shoe Week would be news; and, of course, the remarks 
of the M.C. about the men’s shoes for Fall could be 
included for the reporter who was given copies of the 
speeches by distinguished guests. Again (and _ unex- 
pectedly) Lord and Taylor got into print, not only in 
New York, but in trade papers, with their now-famous 
Christmas bell windows. Boot anp SHoe REcoRDER 
is going to offer prizes for the best window display for 
Men’s Shoe Week. Tie in with it by holding a local 
display contest; no harm in selecting the editor as one 
of the committee on awards. A best dressed man con- 
test can be timed to end as Men’s Shoe Week begins. 
Macy’s had an old-fashioned horse car roaming the 
streets during an anniversary, and got into the papers. 
How about a display of old-fashioned shoes, with a pic: 
ture of both old and new shoe styles on either side of 
the oldest person to send in shoes in response to an ad 
requesting them? This has worked in small towns as 
well as in cities as big as New York (Hearns). 


IIT seems as though each season the fashion editors 
get all steamed up about women’s shoes—and once in 
a while there’s a comment or two about men’s shoes. 
Generally it amounts to “men will continue to wear 
shoes this season.” And that is whose fault? Rocker 
bottoms are still news. Antique finish goes on different 
leathers this season. How about the knob toe? What of 
the renaissance of grains in custom finishes? What 
colors are best, and what with? Brute types in oil- 
treated leathers hold one story and the flexible bluchers 
in stained and custom finished grains another. Analyze 
the styles of all cooperating merchants and you'll find 
a fine group of style stories. In addition to releases for 
the fashion editor about the new styles and finishes 
and colors, why not adopt the idea that has proved 
successful for women’s shoes. 

Use a whole page of typical Fall styles for all pur- 
poses, contributed by various stores. Use two-column 
halftone illustrations made from special photographs, 
with a description of the shoe and its place in a man’s 
wardrobe below each illustration. Names of stores at 
which the shoe is available may be given, or reader 
requested to write for information. A folder including 
these photographs in smaller size, together with general 
style information, could be used by all participating 

[TURN TO PAGE 36, PLEASE] 








BOOT AND SHOE RECORDER 
offers prizes for the best 
WINDOW DISPLAYS 

for 
NATIONAL MEN’S SHOE WEEK 
Watch for the announcement in the issue of 


AUGUST 19th. 








Be Sue 
Wear Smart Shoes/ 


IT’S A SIGN OF GOOD 
JUDGEMENT TO WEAR 
THE RIGHT SHOES AT 
THE RIGHT TIME/... 


FOR BUSINESS 
FOR LEISURE 
FOR ACTIVE SPORTS 


FOR DRESS-UP 
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FOR FORMAL WEAR 


BE SURE TO SEE THE NEW SHOES DURING MEN'S SHOE WEEK 


STORE NAME 
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OUTLOOUM 


A Mid-Summer Dream—Maybe 


GOOD-WILL is not a matter between the store and 
consumer alone. It can be a precious ingredient within 
the store itself. We like to see businesses that reflect a 
happy work day in the faces of everyone from the bun- 
dle boy to the boss. Look inside before you show out- 
side. 

It’s a very important thing in business—for there 
have been cases of sabotage within a business because 
of a perverse streak that might be hidden in one or more 
employees. 

But when the rotten apple is in the boss’ office, 
then there’s hell to pay. 

We received the following letter from an employee of 
a shoe house that is very illuminating: 

“To us, who are a part of the machine of 
business, it’s a pretty dirty thing. The girl who 
types the cancelling telegram, the boy who re- 
packs merchandise for return are miserable 
doing it. To look deeper into the matter, this 
business ‘cunning’ is responsible for the low 
atmosphere prevalent in so many business 
houses. Mr. X, who owns the Y Company, is 
a nice enough person at home, and in his 
social life. But he’s not the same man on 
Seventh Avenue. After a few sly tricks he be- 
comes a permanent trickster. His mind runs 
in sly channels. He has become one of the 
legal gangsters of the business world. He pulls 
a few fast ones on his employees, or his guilty 
conscience fills his speech with suspicious 
queries, nasty comments, loud retorts. Why 
doesn’t your business man realize that he’s still 
better off than the rest of us, and that his claim 
of worries and headache are mostly self-in- 
flicted—by dirty deals to others. Back again 
to the employee viewpoint . . . it’s a pretty 
hard job to work faithfully and well for an 
employer you know is unscrupulous and of 
bad character. I’ve still to see the establish- 
ment headed by a fine man where inner har- 
mony did not also exist among employees, 


~ 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


making for a successful, cooperative organi- 
zation.” 

Employees don’t resent a hard boss who knows his 
business and who gets results the straight way. In fact 
they respect the man who knows that a business has 
got to be run as a business, not as a social playground 
for eight hours a day. 

After all, you put more waking hours into your busi- 
ness, and with your associates, than you do with the 
folks at home. So it is very important to keep the work 
stream clean. 

Good will and confidence between the workers in a 
store is very important if the store itself is to have a 
definite and positive personality. The negatives can 
kill a business quicker than any mistakes in merchan- 
dise. Happy the store or the factory that has within it 
one individual or more who radiates good cheer and 
good will. He has the yeast of life within him and re- 
freshes everyone he comes in contact with. 

The little cooperations during the day are very im- 
portant. Store work is not defined and limited because 
the duties leading up to a sale are all cooperative. If 
there are detours that come through selfishnesses and 
grouches, they are irritants to the final sale and con- 
sumer satisfaction. 

You can almost tell the happy store by the faces of 
the people when they are not on dress parade before 
the customer. Make it a rule in your store and your 
business that no day shall close with a hang-over grouch, 
to be picked up the next morning and finally made a 
cancerous sore. A mid-Summer dream—to accomplish 
—but try it. 

This is no time of the year, in the hot Summer, to 
recommend Pollyanna sweetness in the shoe store. You 
can be natural as well as comfortable. Never forget that 

[TURN TO PACE 34, PLEASE] 
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Above: Following the current ready-to-wear trends to 
plaids and velveteens for campus fashions, this “back- 
toschool” model from Friedman-Lobel comes in felt 
with clan plaid lining. Also in the reverse combination 
and in velveteen. The swagger kiltie tongue oxford in 
brown reverse calf is s cles favorite from Stetson. 


Left: The bright suede bag to carry with tailored tweeds 
Fall item, especially when it is built 
Sopping or motoring, Michel, Mokstk & Feldman. The 


“Viale Art were 
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Left: This cleverly-styled bag 
lanbee 


BAG 
MANUFACTURERS 
ARE ALERT 

TO STYLE TRENDS 






**BHOW do you decide on styles for the new season? 
To what extent are buyers guided by your suggestions?” 
With these two questions we bearded a representative 
group of medium and volume price bag manufacturers 
in their show rooms; recently. 

To the first’ qnestion they gave a variety of answers, 
according to the’types of bags they specialized in. In- 
spiration for few bag styleg*¢onses from a number of 
sources. The canny shahufacturer has his eye on shoe 
styles, foreign bags, high style American bags of the 
previous season, ready-to-wear fabrics and colors, mil- 
linery and even jewelry. 

The shoe market is the first interest of the manufac- 
turer of leather bags. Even though he does not work 
directly with any shoe manufacturer, he still must know 
the trends in materials and colors for shoes. This sea- 
son, for instance, suede trimmed with patent leather, 
with alligator, with grosgrain ribbon or faille, are all 
important in shoe styles. So, also, are the all-over alli- 
gator shoe. The bag maker knows all this from the 
beginning of the season and applies these new ideas to 
his bags. Color is also carefully watched. Not so many 
years ago, a woman had some difficulty in ensembling 
her shoes and bag unless they were custom made. Now, 
even with only an average income, she has little diffi- 
culty in matching or closely blending the two. 

The bag manufacturer who uses chiefly fabrics is, of 
course, more interested in the ready-to-wear market. 
[TURN TO PAGE 40, PLEASE] 
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LEATHER SUBSTANCE VARIES—TANNING RESULTS DIFFER — 
FIBRE STRUCTURE MAY BE STRONG OR WEAK 


“When you bore into sole leather values”—actually get the facts bearing on 
values—you see that a few cents more paid for real quality stock, goes far in 
returning dollars more in sales. Thickness is not a guide to serviceability. Weight 
is not a reliable test for wear. Surface indications can mislead judgment of mois- 

ture resistance. Do you wonder it’s surprising to find so many things that should be 
veoh before selecting sole leather? 


KISTLER “BENCH BRAND’’ SOLE LEATHER 
A BALANCED TANNAGE * 
wins friends everywhere. The more you bore into the value of this sole leather the 
more likely you are to say, “It is the finest bottom stock for men’s shoes I ever 
saw.” Long-time bark tanning, plus years of experience, produced the quality 
which ~~ it up front. Uniform excellence, plus our high standards of service, 
keeps it there. Every shoe dealer benefits who capitalizes the merit of Kistler 
“BENCH BRAND” Sole Leather. 









FOUNDED - 1840 
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WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
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Points on Keeping Old 


Customers 


Harry S. Bullett has been selling 
shoes in Buffalo for many years. Con- 
ditions have changed in his neighbor- 
hood with the gradual moving of the 
better trade farther uptown, so that 
a much cheaper grade of shoes is 
sold on Seneca Street than previously. 

Long ago he reasoned that the 
money and time spent on keeping old 
customers good friends of the store 
was more profitable that to devote the 
major part of his advertising to at- 
tracting new customers. With this 
end in view, the policy of the house is 
to go to the limit in the settling of 
complaints, either real or fanciful. 

Ten days after a sale is made, 
Bullett’s Shoe Store sends out the 
following letter to the customer: 
“Dear Sir: 

“We appreciate the opportunity 
you gave us to serve you. We hope 
our goods will warrant your future 
patronage and wish to impress the 
fact that only complete satisfaction 
will make that possible. 

“The name ‘Bullett’? stamped on 
your shoes means that you MUST 
be satisfied, and we sincerely hope 
that if any fault arises you will im- 
mediately advise us, as we stand 
behind our merchandise and are al- 
ways willing to correct any legitimate 
complaint.” 

Then, if a customer has not re- 
peated in five months, a first class 
private card goes to him, which reads: 

“The proof of the pudding is in the 
eating and, by the same reasoning, 
the value of good shoes is measured 
by the service they give you. 

“We feel that when you are ready 
for your next pair you will recall the 
comfort and satisfaction our shoes 
have given you. Our individual rec- 
ord of our customers enables us to 
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by JOHN F. W. ANDERSON 


fit you easily and with little incon- 
venience to you. 

“New styles have just been received 
for the coming season and we cordi- 
ally invite you to select your next 
pair from our always up-to-date 
stock.” 

The telephone is also used with 
considerable success in reminding 
city friends of the advisability of 
buying new shoes. 

“So you see,” said Mr. Bullett, “it 
is not always the so-called 100 per 
cent location that counts if you have 
the goods and treat the customers 
square.” 


[ BEST&CO. | 


COREE OO & FEMOUNT BLVD. CLEVTLEND HEVGHTS «6+ «| -~VELLOWSTONE erm 


-————WIStT GESTS WHEN YoU Go TO THE Fain ~~. 


SUCCESS OF OUR : 
“BEST-FLEX SANDAL 


a 


RIGINALLY designed for “graduate todd- 
lers™ in sizes 5 to°12, and for youngsters in ‘ 
sizes 1214 to 3, the demand for this sandal on 
the part of older girls (and oldsters, too!) has : 
heen so insistent we've added sizes 314 to 8. 
The sturdy Best-Flex Sandal flexes as freely as 
the foot, has an enviable “service record.” Tan j 
or white elk-finish leather in children’s sizes, 
2.95. Larger sizes, white and tan with rubber 4 
top lift, 3.95. 


MIR CONDITIONED FOR YOUR SHOPPING COMFORT : 
* Reg. U.S. Pot. OF. 
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The trend is toward “natural” lasts 
for the younger generation. 


Suggestion Table 


One of the problems of shoe retail- 
ing in a large department stocking 
numerous lines of shoes to meet the 
demands of many types of customers 
is getting rid of slow movers and 
once popular styles. This has been 
solved by a Kansas city department 
store in a rather unusual fashion, but 
in a way that gets results. It involves 
close coordination between the display 
table and the clerk at the fitting stool. 

At the front of the women’s shoe 
department is a large “island rack” 
display table. Approximately 100 
pairs of shoes—selected from dead 
and slow moving lines—are displayed 
on the table. The shoes are given 
good display dramatization, careful 
coordination of colors and plenty of 
accent on particularly choice shoes. 
The most unusual feature, however, 
is that each shoe bears an inconspicu- 
ous tab with a number. 

Keyed in with this in such a way 
that few customers ever notice, are 
suggestions by clerks at the fitting 
stool. If a woman happens to enter 
the shoe department more than once 
over a two-or-three day period, she 
may notice that the clerk always 
seems to suggest the same extra shoe 
or play up some particular model for 
an extra sale. 

The secret is this—with every 
standard or popular shoe which main- 
tains a steady demand, the manager 
matches up similar models in its slow 
stocks which might possibly be sold 
to the same type of customer. A tab. 
numbered “1234” for example, is 
attached to both the new, in-demand 
shoe, and to the slow-stock leftover. 
Thus when making the sale of a new 
shoe, the clerk sees the number, and 
is reminded to suggest to the cus- 
tomer an opportunity to buy a similar 
slow moving model at a saving. Of 
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BEST IDEA OF THE WEEK 
Shoes Live Longer on Trees 
(Crawrorp SHoe Store, Dayton, Ono) 


O. P. Ideator—*\ was just noticing that when one of 
your clerks completes a sale of a pair of white kid 
shoes he hands the customer a little blue pamphlet. 
May I inquire what it is?” 

Manager G. R. Emary—“Why certainly, here it is. 
Notice the title on the first page, ‘How to Prolong Life 
of Your White Kid Shoes.’” 


O. P. Ideator—‘“An excellent idea. 1 suppose you 
give the customer the pamphlet with the store’s com- 
pliments. But outside of the little extra service angle, 
is there anything in it for the store?” 


Manager Emary—“Yes, there is. We do not expect 
the customer to read the pamphlet while in the store, 
but we do draw attention to the first line of the second 
page reading, ‘Before attempting any cleaning be sure 
to put shoe trees into the vamps!’ Further instructions 
are given, but this is the point we most impress on the 
customer.” 

O. P. Ideator—“I think it’s a great idea to show the 
customer the need of taking care of her shoes right 
from the start so that she won’t ‘kick’ about them look- 
ing run down when obviously her own neglect is the 


cause.” 


Manager Emary—“That and a little something more. 
We want to sell the customer the necessary shoe trees, 
since so many women do not include a sufficient quan- 
tity—or any, for that matter, in their shoe wardrobe. 
We have found that we have fewer complaints from 
customers who keep trees in their shoes when not in 
use. We have made trees a definite factor in our sell- 
ing and the results have been most satisfactory.” 


O. P. Ideator—“So many merchants speak of sales 
as being satisfactory—just what do you mean?” 


Manager Emary—“If you must have the figures, we 
sold a dozen pairs of trees the first three days that we 
tried the promotion of showing the customer the pam- 
phlet—which incidentally was provided by a manufac- 
turer for our use. In six weeks’ time we have moved 
another eleven dozen pairs—so you can see the results 
have been satisfactory.” 


O. P. Ideator—“So they have. Have you noticed any 
other reaction as a result of this promotion?” 


Manager Emary—*“Yes, we have. It indicates to us 
that there is a definite ‘plus possibility’ in shoe tree 
sales and we are taking steps to see that Fall and 
Winter sales of trees approximate and possibly exceed 
those of this Summer. As we add Fall shoes to our dis- 
plays we are certain that there is a tree in every shoe. 
All indications lead us to believe that when Fall and 
Winter shoes are purchased and Fall and Winter shoes 
are brought out of storage, the interest that we have 
developed in shoe trees for the Summer will carry over 
into succeeding seasons.” 


O. P. Ideator—“It is evident that you have a sound 
selling story; also, that Summer shoes should be care- 
fully packed away with the shoe trees in them, in order 
that the shoes will be in the best possible shape when 
warm weather rolls around again.” 


Manager Emary—“Precisely! And we're mighty 
happy about being introduced to the shoe tree business. 
It’s an extra profit department in our store.” 











course it may not work every time, 
but it does work often enough to 
clean up the department’s slow mov- 
ing stocks and at a profit. The table 
is kept in a prominent place where 
customers can surely see it and, 
backed up by suggestions from the 
clerks, gets active results. 
* * * 

“You'll be treading on air, lifted to 
new heights by these merry cork-soled 
playmates.” 

(Himelhoch’s, Detroit) 
* * * 


For More Effective Selling 


Pioneer in the study of effective 
sales hours was the late Andy Mc- 
Gowan of John Wanamaker’s. A quar- 
ter of a century ago he had a flying 
squadron of shoe sales clerks, the pick 
of the staff, who came to work at 
10:00 A.M. and quit at 4:00 P.M. and 
rolled up big sales books because they 
caught the cream of the crop of cus- 
tomers in midday. Whatever lunch 
they got was a bite and a sip, since 
their duty was to pick up the fitting 
stick when the other clerks were off 
eating lunch. 


Be Cn aah 
12) RaW 
/ Surkmer~Store Hours 


MONDAY—12 noon to 9 p. m. 
TUESDAY—9:30 a. m. to 5 p. m. 
WED.—9:30 2. m. to 9 p. m. 
THURS.—9:30 «. m. to 5 p. m 
FRIDAY—9:30 «. m. to 5 p. m. 
SATURDAY . . . closed all dey 


; 67 hours of birds, bees and flowers 
{ 1s an awful 





3 
i 
> 
i 
i 
i 
i 


67 hours of birds, bees and kine 
We will open Monday noon 
Not closing until nine. 











Now John Wanamaker’s are again 
pioneers in rearranging the Summer 
store hours; and an elaborate cam- 
paign in the newspapers tells the pub- 
lic that the clerk is a human being and 
his time is health time also in Summer 
time. 


In many cities stores have found 





that with the growing popularity of 
Summer weekends in the country and 
at the seashore, Saturday is losing its 
appeal as a shopping day. Although 
many stores do not feel that they 
could afford to close on Saturday, a 
rearrangement of weekday hours is 
still feasible. -For one thing, why not 
close on Monday morning and stay 
open a weekday evening instead? 
cm * * 


“Live in them—and Love them.” 
(Rich’s, Washington. ) 


* * 7 


Ringing Up Those Sales 

Running a one man’s store is a 
problem of sticking close to the fitting 
stool. After all—when you gotta go 
... for a smoke or a coke or down the 
cellar, you just can’t lock the door. 

One bright merchant in the South 
put a huge fire gong just inside the 
entrance and the sign reads: “If I 
ain’t here, ring the bell.” The terrible 
din of the bell has the effect of giving 
the customer a belly-laugh and the 
manager runs like the dickens to re- 
spond. 


BOOT ano SHOE RECORDER, August 5, 1939 


THE KID in our picture is 
Evaline, and Evaline is the 
EVANS Kid. She is the feature of 
a cute and modern window set 
which is yours for the askin 
through any manufacturer ma. 
ing of EVANS Kid. 


Saritige 


The Evans tannery is now 
‘in a position to supply its 
famous linings sANITIZED ‘ 
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The shoes illustrated are 
The INEZ... . at the left 
The JANE .. . ot the right 


The shoes illustrated are by the 
BELLAIRE SHOE COMPANY 


(Division of Corbin-Holmes Co., Portland, Maine) 





fou, 


Style 5943 








These two actual photographs tell the story. 
arch in the shoe. Check the high point in the throat or the waist line. Note that there 


is never a tight or binding fit, yet the fit is snug and comfortable. 
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Still Another of the 
Details Showing Why 


ro-tek-tiv Shoes 


HELP NORMAL FEET GROW NORMALLY 


AND ARE TRULY 
“THE SHOES OF TOMORROW—TODAY” 


» ARCHES 


Size 8AA 


Extensive study of children’s feet and their worn shoes have gone into 
these measurements. And two changes in each size run carry them 
forward in proper progression. 
“The Shoes of Tomorrow—Today,” our descriptive booklet, tells the 
whole stery and illustrates 26 styles. 


CARRIED IN STOCK 


Send for Your Copy 


READING, PENNSYLVANIA 


Allied Shoe Products Plan 
5th Annual Exhibit 


The Allied Shoe Products and Style 
Exhibit will stage its 5th semi-annual 
show beginning Sunday, September 17, 
and running through to the 18th and 
19th, will more than ever take on the 
aspect of a World's Fair to the shoe 
trade. As in the past, the coming show 
will again be held in the Belmont 
Plaza Hotel, New York, across from 
the Waldorf-Astoria and just a bit 
more than the proverbial stone’s throw 
from the World’s Fair Grounds. 

Bookings on the part of many firms 


= 





for exhibit space at this advance date, 
bear out the contention of the show 
management, that the coming show will 
exceed all previous records. According 
to A. C. Reuter, director of the shows, 
early activities have been productive 
of an unprecedented rush of exhibitors 
already signed. 

In order to care for the greatest 
crowd that is expected to attend in 
years, due partly to the World’s Fair 
figuring as a sort of super-special side 
attraction, arrangements have been 
made with the Belmont Plaza Hotel, 
where the Allied Show will again be 
held to accommodate a larger gathering 
of exhibitors than ever before. It is 


Compare the arch in the foot with the 


“THE 

News 
ABOUT 
SHOES” 


Pro-tek-tiv Shoes are sold on a dealer protection basis 


urged that reservations for exhibit 
space be sent in as quickly as possible 
to show headquarters, room 425 in the 
Marbridge Building, New York City. 
in order to assure participation in the 
forthcoming event. 


Burt’s Enlarging 

DALLAS, Texas—Burt’s Shoe Store i: 
moving one door east to 1510 Elm 
Street, where it will have practical]; 
double the space of its present location. 
The new store will be air-conditione:! 
and have new fixtures and equipmen! 
throughout. 
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THIS WEEK IN THE 


SHOE TRADE 


SHORME WS 


Saturday, August 5, 1939 


National News 





Buying Trends in 


New York Shops 





White Shoe Demand Exceeds Expectations and Stores Have 
Delayed the Usual Sales—Play Shoes Prove Popular 


New YorkK—A legend has been told 
about a shoe buyer who went to Paris. 
As he was strolling down a boulevard 
one day, he saw, among hundreds of 
ether things, a woman wearing open- 
toed shoes. So he came back to Amer- 
ica . . . announced that all Paris was 
wearing toe-less type footwear .. . and 
really started quite a style over here. 
Lately, quite a bit of controversy has 
developed about this particular style. 
Many shops report that women are still 
buying open-toed shoes (of course, they 
are not as popular as they once were). 
Heel-less ones are apparently on the 
wane. 

In some quarters it is felt that the 
importance of these shoes . . . the kind 
that have not the benefit of toes... 
has been underestimated. This thought 
is expressed particularly in relation to 
present buying for August and early 
Fall wear. Many customers in shops 
are apparently World’s Fair visitors 
. . + Or vacationists who have been 
traveling in Europe and have stopped 
over here before continuing to their 
homes. The only hindrance to the pres- 
ent success of open shoes seems to be 
the unfavorable publicity they have re- 
ceived. Some buyers are pleading... 
almost with tears in their eyes . . . for 
stylists to keep quiet on the subject 
of toe-less shoes, as unfavorable com- 
ment tends to create sales resistance. 


Women in White (Shoes) 


We are in the middle of Summer .. . 
and logically enough, women are buy- 
ing Summer shoes, especially whites. In 
some shops the volume of trade in white 
shoes has held up so well that it has 
been unnecessary to have sales on them 


_ until well after the middle of July. The 


% popularity of tan and white and blue 





Dates to Remember 


Buffalo Shoe Travelers Style Show, 
Buffalo, N. Y. August 6, 7, 1939 
Monthly Showing Michigan Shoe 
Travelers Association, Hotel Statler, 
Detroit, Mich. ......... August 7, 1939 
Monthly Shoe Buyers’ Day, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, II. 
August 28, 29, 1939 
Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 
September 10, 11, 12, 1939 
Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
York September 18, 19, 1939 
National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 
September 25, 26, 27, 1939 
Shoe Manufacturers Spring Opening, 
E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 
York City ...December 3, 4, 5, 6, 1939 
National Shoe Fair, Hotel Stevens, 
Chicago Jan. 2 to 5, 1940 





and white spectator sports shoes is re- 
ported as being unexpectedly high. This 
fact is true in all price brackets. Sales 
people in various shops are noticeably 
selling this type shoe. Many women are 
purchasing light and multi-colored 
shoes. 


Beauty and the Feet 


According to reports, a marked trend 
is noticed towards low heels .. . any- 
thing from Cuban height to no heel at 
all. Logic may be found in the belief 

[TURN TO PAGE 39, PLEASE] 


Arnold in Charge of 
Enna Jettick Boston Office 


Ausurn, N. Y.—T. E. (Red) Arnold, 
who has represented Enna Jettick in 
several important territories during the 
past ten years, will have charge of the 
Enna Jettick office, 111 Summer Street, 
Boston, Mass. 


T. E. ARNOLD 


As he joined the organization practi- 
cally at the birth of “Miss Enna Jet- 
tick,” Mr. Arnold is thoroughly familiar 
with the various phases of the business. 
He took over his new work on August 
1 and will also call on certain key ac- 
counts in New England, which were 
formerly covered by John T. (Jack) 
Gorman. 
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Will Knight Entertains Portland Retailers 





Members of the Portland Shoe Retailers Association and guests who attended the 
shoemen’s party held at the Will Knight country home on the banks of the 


Willamette River, are, from left to right, 


:—George Arbuckel, Frank 


Nau, Jack Streight, Lee Davis, Benny Herendon, Wesley Heisey, Mr. Martin, H. O. 
ergy St Say Wise, George King, Earnest Niles, A. Nygaard, Eddie Nadeau, Mr. 
King, C 


Harris, Lee Oestrich, Thurman Curry, 


I. E. O'Malley, Allen Adams, 


Tom Bagwill, Willis Hargreaves, R. J. Klaus, Ward Brazelton, Jack Spellman and 
Vincent Casey. 


Front row:—Herbert Fawk, Perry Rosco, Dan Farrell, Doctor Engles; W. H. 


Harbke, Jack Ric 


hardson, entertainer with accordion, Bert Hupp, Ralph Wurs- 


ter, Robert Shaw, Max Delman, Will Knight, Ben Burnett, Mr. Klenke, Maurice 
Woodrum, Casper Lane, R. H. Brookhart, Art Shoewe, John thle and a guest. 


PORTLAND, OrE.—The Portland Shoe 
Retailers Association mid - summer 
monthly meeting was held on the Will 
Knight country estate which is only a 
few miles south of town on the banks 
of the mighty Willamette River. 

Fifty shoemen and their friends rich- 
ly enjoyed the hours from six in the 
evening until midnight strolling over 
the beautifully landscaped lawns which 
slope down to the banks of the river; 
examining Mr. and Mrs. Knight’s rose 
garden; eating an elaborate buffet din- 


ner; singing and dancing and listening 
to stories told around a bonfire on the 
sandy beach of the Willamette. 

Shoemen here say that this meeting 
exemplifies the sincere feeling of mutual 
friendship which has characterized the 
shoemen’s association during the 20 
years that monthly meetings have been 
held here. 

Committee members who made ar- 
rangements for this special get together 
party were: Ward Brazelton, Jack 
Spellman and Dick Brookhart. 





Shoes Discussed at “Shirt 
Sleeve” Session in St. Louis 


Sr. Louis, Mo.—Although they 
turned up for a “Shirt Sleeve Session” 
at the Hotel Statler in the Advertising 
Club’s regular weekly luncheon meet- 
ing, the discussion ended up on shoes, 
as words were heard from C. E. Oster- 
kamp, assistant general manager of 
Roberts Johnson & Rand Division of 
the International Shoe Co.; Harry G. 
Johansen, Johansen Bros. Shoe Co.; 
and Clark R. Gamble, vice-president in 
charge of distribution, Brown Shoe 
Company, here, recently. 

The meeting got off to a smart start 
with questions being asked of the three 
guests by Quiz Professor Lehleitner. 
The three men were asked to sketch the 
shoe industry’s historical background. 
It was disclosed that with the rough- 


and-ready Southwest for its territory. 
early St. Louis shoe men turned out 
mostly “clodhopper” shoes. Shoe men 
of the East were said to have looked 
upon St. Louis with the comment: “St. 
Louis makes good, honest shoes—but 
not for our market.” 

St. Louis eventually set its guns for 
a place in the fancier shoe field, and 
now is known as a definite fashion cen- 
ter and has no trace of the old one- 
style habits of yore. 

An important question that brought 
a ripple of crowd interest, was that on 
the decentralization of shoe manufac- 
turing—the trend toward location of 
factories in small towns—how would 
that affect St. Louis and other shoe 
centers? This question was answered 
with the statement that creation of 
manufacturing plants in small towns 
would have no effect on St. Louis or 
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any other city’s importance in shoes. 
The point was made that despite com- 
mon belief, St. Louis is not the largest 
shoe manufacturing center in the world 
—but is the largest shoe distributing 
center—handling shoes from factories 
in this area. 

Answering the question of from 
where shoe styles come—the guests 
pretty well agreed that they came from 
“everywhere.” Mr. Johansen picked a 
case at random. President Theodore 
Roosevelt visited the St. Louis World’s 
Fair at the start of the Twentieth Cen- 
tury with his family. His daughter, 
Alice, who had set a nation’s style in 
blue, set one in shoes when she ap- 
peared at the Fair strolling about, not 
in the traditional high-top button black 
shoes, but in white low-quarters. Thus 
a style was born when women rushed 
from the grounds and tried to buy the 
same type shoes. 

Doubtful were the shoe men in thei: 
answers about how long the present 
shoe trends would last, but the matter 
of the arrival in the United States of 
Jan Bata got a positive reply. The 
three shoe men agreed that they were 
not alarmed about Bata. They ex- 
plained that he must meet with the 
same laws and economic conditions a: 
other manufacturers, and that as long 
as fair competition is in force, Bata 
will not have any adverse effect on the 
industry in this country. 





To Continue Seton and 


Neumann Representation 


St. Louis, Mo.—Following the sud- 
den death of Oliver A. Farrell a few 
weeks ago, some speculation was 
aroused in the market as to whether 
the leather lines represented in that 
territory by the deceased would be 
turned over to different agents. 

It was learned within the past few 
days that Roy Frank, connected with 
O. A. Farrell for the past six years, 
had entered into a partnership with 
Gene Farrell, a brother of Oliver’s, 
who had been engaged in other fields, 
and the two intend to carry on the firm 
name and represent the same tanners. 

Confirmation of this report was re- 
ceived from Morton Stern, vice-presi- 
dent and sales manager of the Seton 
Leather Co., whose patent leather line 
had been sold by O. A. Farrell, and 
also from W. P. Cooney, sales manager 
of the shoe leather division of R. Nev- 
mann & Co. 

Seton patent and Neumann grain 
leathers are the two principal! lines that 
O. A. Farrell & Co. will continue to 
represent, and the same offices are re 
tained for’ that purpose. 





McCormack Managing 
Hayes Store 


FARMINGTON, N. H.—Announcemen 
has been made of the appointment of P 
E. McCormack as manager of th 
Hayes Shoe Store, here. 
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Work Going Forward on 
Bata Canadian Plant 


MONTREAL, CANADA — Establishment 
of a Canadian production unit of the 
Bata interests was accelerated, re- 
cently, with arrival at Frankford, On- 
tario, of the largest single shipment of 
machinery thus far brought in. 

Aggregating more than the several 
shipments previously received, the 200- 
ton consignment came partly from 
Czechoslovakia, partly from the Bata 
production center in England. Further 
shipments are scheduled to come in 
from time to time as the work proceeds 
of creating a production, research, ser- 
vicing and, possibly, machinery-making 
center to serve Empire and other ex- 
port markets. 

Plans are being drafted to start early 
construction of 10 to 20 dwelling units 
in which to house company staff, par- 
ticularly the engineer-technicians who 
are installing equipment and preparing 
to get into production. Financing of 
such dwellings under the National 
Housing Act is being seriously consid- 
ered. 

Otherwise, the Canadian enterprise 
will be financed from non-Czech re- 
sources. The Bata interests have never 
resorted to public financing anywhere 
they have operated. 

Exports from Canadian shoe plants 
last year are reported at 343,188 pairs. 
From the Canadian Bata plant alone, 
when it gets fully into production, it 
is planned to export about 1,400,000 
pairs. In addition about 500,000 pairs 
are to be produced for sale in Canada. 

From more than 200 plants, the Ca- 
nadian production of shoes was slightly 
under 22 million pairs in 1935, 1936 
and 1938, and rose above 24 million in 
1937. In addition, the domestic market 
absorbed 748,313 imported pairs in 
1938, an increase over the imports of 
672,466 pairs in 1937. 

The Bata output for Canadian sales 
will be more than double the 1938 sales 
in Canada through the Bata Import & 
Export Co., of Toronto, understood to 
have been 200,000 pairs. Sales in 
Canada this year are reported likely to 
exceed that figure substantially. 


Childs 10-Year Club 
Holds Outing 


Hotyoke, Mass.— Members of the 
Childs Ten-Year Club of Thomas S. 
Childs, Inc., shoe retailers, held their 
first Summer outing, recently, at Look 
Park, Northampton. Forty employees 
of the company and friends attended. 
Anthony Favor and Charles Haverank 
of New York and Robert Beauchemin 
of Hartford were among the guests. 

The program included a five-inning 
softball game, in which 20-year men 
defeated the younger members 10 to 
7; also hoop-rolling, a putting contest 
for the ladies and 50-yard dash for both 
Men and women. A German supper was 
served and the outing closed with com- 
munity singing. 


1989 


Krivit Gets Florsheim Account 
New YorkK—The Florsheim Shoe 
Company, Chicago, announces the ap- 
pointment of the Samuel G. Krivit 
Company, New York, to handle adver- 
tising of its women’s shoe division. 

A new and unusual merchandising 
and advertising campaign is being 
planned. National magazines and news- 
papers will be used this Fall. R. S. 
Buckbinder is account executive. 
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Ralston Joins Foot Saver Shop 

CoLumBus, On1I0—Walter E. Bias, 
proprietor of the Foot Saver Shoe Shop, 
announced the appointment of Madden 
G. Ralston to the sales staff of the 
store. Mr. Ralston has been connected 
with the corrective shoe business in 
Central Ohio for the past 22 years. The 
addition of Mr. Ralston was necessi- 
tated by a greatly increased volume of 
business during the past few months. 





Kinney Winners Visit World’s Fair 


Members of the GC. R. Kinney Co. gather before the Ford exhibit at the New 


York World’s Fair. 


In the photo, from left to right, are, front row:—Mrs. F. 


Fiala, Mrs. J. Goldman, Mrs. G. Hirst, Mrs. H. Ewing, Mrs. H. Millard, Mrs. W. 
Weaver, Mrs. K. Bowers, Mrs. G. Arthur, Miss M. Burton and Mrs. L. Kaiser. 


Second row:—J. Goldman, Philadelphia, Pa.; C. 


J. Hannon, advertising mgr. 


N. Y.; W. L. Porter, Sales Dept. N. Y.; G. Hirst, La Salle, Ill.; W. Weaver, Grand 
Rapids, Mich.; H. Rousseau, Plattsburg, N. Y.; G. Arthur, Sioux City, lowa; H. 
Burton, Macon, Georgia; A. Grasso, Little Falls, N. Y., and L. Kaiser, Fargo, N. D. 


Rear row:—H. J. Wood, vice-pres., N. 


Y.; F. Fiala, Fremont, Nebr.; H. Ewing, 


Lubbock, Texas; C. O. Anderson, vice-president and gen. sales mgr.; J. Tehas, 
Washington, D..C.; K. Bowers, Milwaukee, Wisc., and H. Millard, Pottstown, Pa. 


New York—tThe fifteen winners in 
the “Trip to the World’s Fair” contest, 
sponsored by the G. R. Kinney Shoe Co. 
for their employees, take time out to be 
photographed with their wives at the 
Ford Motor Exhibit in the World’s Fair. 

Climaxing a week of entertainment 
tendered by officers of G. R. Kinney, 
the lucky contestants, who emerged win- 
ners in a nationwide competition of em- 
ployees from the company’s 350 shoe 
stores, agreed that they were having 
the time of their collective lives. 

All expenses for a week’s stay in New 
York, including railroad fare to and 
from their respective cities, were borne 
by the Kinney Co., and every one of the 
memorable sights that New York has 
to offer were included on the calendar 
of things to be seen and done. The con- 
test offer was extended to include the 
wife of each of the winners, which 
brought the guest total to thirty. 

After breakfast at the hotel, a typical 
day started by driving to the World’s 
Fair in special cars, lunching at Merrie 
England, followed by a guided visit to 


various exhibits, then the drive back to 
New York with dinner at the Interna- 
tional Casino. In the evening the win- 
ners went to Radio City for “behind the 
dial” inspection of radio and television 
and then to a later nationwide broad- 
cast. 

In commenting on the success of the 
contest, C. O. Anderson, vice-president 
and general sales manager of G. R. 
Kinney, stated, “Aside from promoting 
good-will between employee and em- 
ployer, we believe that events of this 
kind are of immeasurable value in 
bringing about a more closely knit feel- 
ing of unity, particularly in an organ- 
ization of national scope, such as ours. 
Here was an opportunity for the em- 
ployee from Pennsylvania to meet a fel- 
low employee from Oklahoma and to ex- 
change ideas and bits of local color as 
well as discuss mutual plans and prob- 
lems. It was an opportunity, moreover, 
for the employee from far-off cities to 
meet and personally make the acquain- 
tance of the officers of his company.” 











Musebeck Men Meet at Danville 





Front row, left to 
S. B. C 
beck Shoe Company; L. a Wallace, W 


B. Shaffer and C.C 


ht :-—B. Philips, Wm. A. Ellis, Wm. E. O'Neill, GC. Howie, 
look, J. L. P pipe, E. L. Moore, C. ‘A. Roberts, C. W. Muse- 


Second row, left to 
A. Burchfield, A. C. 
beck, Wm. J. O’Rourke, H. Z. 


oo na J. W. Husted, A. A. Soule, J. Cwiak, 
rank Musebeck, eon Musebec 


e bs of ‘the Muse- 


A. Ray, Fred Spivey, vice-president; 
. Dame. 


, 4. E. Hector and Neil Conley. 


Third row, left to right:—Leo Conley, F. E. Sellers, W. W. Galiaher, Dr. A. L. 
Sealy, wren rea ae & B. Sandel, E. C. Hiatt, Morris Andrews, T. J. 


Newkirk, E. K. 


DANVILLE, ILL. — The annual sales 
meeting of the Musebeck Shoe Company 
was held in Danville, July 14, 15, 16 
and 17. Attendance was 100 per cent, 
with all territories represented. Busi- 
ness sessions were held in the classroom 
of the Orthopedic Institute which is 
adjacent to the main plant of the Muse- 
beck Shoe Company. The organization 
was congratulated by its president, G. 
E. Musebeck, on the substantial in- 
creases in sales over 1938 and very 
definite plans were made for continuing 
this progress the remainder of 1939. 

One of the unusual features of this 
annual convention was a dinner-dance 
given in honor of the salesmen’s wives 
who were guests of the Musebeck Shoe 
Company during the convention. A 


- Wolgamot, Jr., and W. 


D. Baughman. 


lawn party at the home of Mr. Muse- 
beck on Saturday afternoon was one 
of the highlights, and barbecues, boat- 
ing, swimming and other outdoor activi- 
ties were enjoyed. 

The Musebeck Shoe Company is in its 
twelfth operating year, and it is rather 
unique that 90 per cent of the organ- 
ization that started with Mr. Musebeck 
is still representing Health Spot Shoes 
on the road. 

When the factory started originally 
they were making and distributing 250 
pairs a day. The past four months pro- 
duction has been stepped up to 1200 
pairs a day. This volume on shoes made 
to retail at $11 and up, made dover one 
construction, is something of record in 
the shoe industry. 





“In-Between” Promotion 
Eliminates Slump 


BIRMINGHAM, ALA.—The women’s 
shoe department of Pizitz Dry Goods 
Company successfully bridged the usual 
“Summer Slump” by filling in the stock 
with an “in-between” shoe, one in 
darker colors suitable for wear well 
into the late Fall season. 

While other stores were still “Sale- 
ing” on white shoes, Fred Gaughwitz. 
buyer for this concern, reported he had 
already sold more than 300 pairs of 
shoes. He broke out with complete Fal! 
windows the first week in July and was 
offering a sprinkling of darker colors 
even in June. He had more than 40 dif- 
ferent types in stock in mid-July. 

Best seller in a $6.50 shoe was a 
patent leather with suede top and open 
front, and in a $5.00 shoe a patent 
leather with lastex top and of the spat 


type, Mr. Baughwitz reported. His 
store is a volume outlet. The “in-be- 
tween” numbers enabled him to do busi- 
ness at the usual mark-up, whereas 
white shoes at this time of year are 
being marked down, he pointed out. 





Independent Retailers 
Support Patman Bill 


WASHINGTON, D. C.—Independent re- 
tailers boarding the Patman anti-chain 
store bandwagon have joined in the 
pledge to raise $2,500,000 for “a broad 
educational campaign” to whip up en- 
thusiasm for the bill once identified as 
a@ measure designed to tax the chain 
stores out of existence. 

Almost 150 business representatives, 
about 20 congressmen and one senator 
took a cruise down the Potomac River 
on July 16, and the outcome was the 
Freedom of Opportunity Foundation of 
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America, which is currently engaged in 
a drive to gather in new recruits. The 
meeting, which was reported somewhat 
disappointing to sponsors, heard that 
the anti-chain store measure, identified 
as H. R. 1 at this session of Congress 
and introduced by Rep. Wright Pat- 
man, Democrat, of Texas, and coauthor 
of the Robinson-Patman anti-price dis- 
crimination act, “has been assured of 
early hearing when Congress convenes 
next January.” 

For the initial publicity attempt, the 
organization is seeking to raise a $50,- 
000 underwriting fund, although $2,- 
500,000 is the amount which it subse- 
quently plans to raise. The group 

a resolution on the Potomac 
River cruise, urging a Congressional! 
appropriation of $250,000, of which 
$200,000 would go to a special commit- 
tee whose job would be to investigate 
what was identified as “18 specific 
charges against the corporate chain 
store system.” The resolution also pro- 
posed that $50,000 be turned over to 
the Securities and Exchange Commis- 
sion for further inquiries covering cor- 
porate chain store accounting and cost 
practices. 


Bata Workers Refused 
Leave of Country 


BALTIMORE, Mp.—The first serious 
setback to the plans of the Bat’a plant 
now being constructed at Belcamp, 
Harford County, Md., was the news 
that Nazi Germany has refused per- 
mission for certain “key men” of the 
Bat’a Czecho-Slovakian plant to leave 
that country. 

Robert H. Archer, a Baltimore attor- 
ney, who, with others, represent the 
Bat’a interests in this country, said 
that he understood that the German 
Government has refused passports to 
all of the Bat’a employees who are in 
the army reserve. All appeals to the 
Nazi officials have so far proven futile, 
it was said. Mr. Archer admitted that 
the ruling is going to make some 
changes in the Bat’a plans for bringing 
these workmen here to train American 
workers in the Bat’a methods. It is 
indicated that these younger men will 
be compelled to remain in their country 
and that men who have passed militar) 
age will be sent to the United States 
for the purpose of demonstrating the 
Bat’a technique to American workers 
who will be employed at Belcamp 
These older men will come to this 
country from Zlin but they will remain 
only long enough to complete their 
educational mission at which time they 
will return to their native land. 


Boosts Production 


MiLForp, Mass.—Publix Shoe Com- 
pany has just installed additional 
Compo equipment to increase their pro- 
duction to 5000 pairs daily. 

This plant, under the head of J. 
Stein, has made great strides since they 
opened up several years back. At the 
present time they are making women’s 
shoes to retail at popular prices. 
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When made with UNISHANK 
there is strength and rigid support 
exactly where needed. That is one 
important reason a steadily increas- 
ing volume of women’s shoes has 


this unrivaled construction feature. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Renaissance in Monks and High Boys 


[CONTINUED FROM PAGE 15] 


where feet may become cold and wet, 
is being used currently as a promo- 
tional theme. A really intensive effort 
is being made by certain retailers to 
sell more of these shoes, particularly 
in the popular price ranges. However, 
there is one very important question 
to be gone into in this matter—will this 
promotion be as spasmodic as those 
experienced in past years? Smart re- 
tailers will take full advantage of the 
present promotion, and of every extra 
sale that it can make for them. But 
they should sell these “high boys” as 
a practical country shoe—this year 
made more practical than ever before 
by the fact that they have heavy crepe 
rubber soles. And, they should make it 
a long-term promotion with a view of 
establishing in the minds of their cus- 
tomers the utility of this shoe in his 
wardrobe. It is not a “stunt” shoe, as 
certain of the recent promotions would 
lead us to believe, nor a shoe to build 
a quick sale, and one about which the 
merchant can forget immediately the 
sale has been effected. 

In a word, consider it as a shoe to 
live with, which is long-wearing and 
practical and which can be made a 
repeat item by intelligent promotion. 


The classic monk is another veteran 
of “promotional battle.” It did big 
things in the reversed-calf era and be- 
came a popular shoe, but it did not 
receive the uniform, steady promotion 
necessary to establish a type in the pub- 
lic’s mind to a point where it ap- 
proaches volume. Add to this lack of 
consistent promotion, and the fact that 
it was mutilated by the addition of or- 
nate wing and Scotch tips and gener- 
ally made in pattern treatments which 
violated its classic simplicity, and you 


have a good and sufficient reason why. 


it died so suddenly two years ago. On 
the contrary, when it remained true 
to its original simple design, it en- 
joyed great acceptance in patent 
leather for evening wear. The place 
of this dancing shoe in higher grades 
is unquestionable. 

Perhaps the reason for the growing 
popularity of the saddle monk shoe is 
that the fitting qualities and the pat- 
tern itself have been greatly improved 
in recent months and the current in- 
terest in antiqued and custom finished 
leathers have made it a decidedly more 
masculine shoe. In both of these types 
there also has been a steady and profit- 
able business among military and ser- 
vice people. 





The Editor’s Outlook 


[CONTINUED FROM PAGE 20] 


human beings are not cut from a piece 
of angel cake. They are as variable as 
the feet you fit. That’s why it is neces- 
sary to have tactful management. The 
right kind of a boss knows when to use 
a rose or a pitchfork. 

It’s a three-way partnership—man- 
agement, clerks, customers—all three 
indispensable. If your store is in a 
unionized city and you have had to ac- 
cept the arrangement, for heaven’s sake 
don’t make it a four-sided deal. You'll 
be boxed in then. Treat your men just 
as you did before—human beings that 
are part and parcel of the life stream 
of the store. Don’t consider them labor 
units supplied by something akin to a 
hiring hall. 

Every day, in every way, the shoe 
business is getting tougher and tougher 
but that’s no reason why courtesy to 
the customer cannot be supported by 
consideration and cooperation between 
workers within—it’s the only way to 
profit. 


Bradford Employees 
Attend Outing 


PorrsmouTH, N. H.—Employees and 
executives of the Bradford Shoe Co., of 
Hampton, enjoyed their annual outing 
at the Pannaway Club, here, with ap- 
proximately 100 in attendance. 


Following a shore dinner, sports 
were held, featured by a softball game 
between the girls and the men. Doris 
Merriall’s team won. The outing com- 
mittee comprised Otis Hadley, Iola Dow 
and William Berry. 
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Get Ready for the 
Weather Man 


[CONTINUED FROM PAGE 13] 


have been varied, some having a curved 
outline. 

One trend which has been noted is 
the increase in the number of low-cut 
patterns. Your customer should wel- 
come this change since there are many 
days when high galoshes are not 
needed and are only hot and cumber- 
some. 


Selby Opens Birmingham 
Store 


BIRMINGHAM, ALA.—Selby Shoes op- 
ened a new air-conditioned store in a 
completely remodeled building at 2007 
Third Avenue, North, recently. The 
store will stock 14,000 pairs of shoes 
for men and women. All of the first 
floor will be devoted to the sale of 
women’s shoes, while the men’s depart- 
ment will be on the mezzanine floor. 

Display windows are of curved glass 
and the color scheme outside the store 
is blue and ivory with a doorway of 
solid Herculite glass. Richard C. Booze, 
Richmond, Va., is manager and C. A. 
Rippen, formerly with Odum, Bowers 
& White, assistant manager. 





Correction 


It was incorrectly stated on page 33 
of the July 29 issue of Boor AND SHOE 
REcORDER that Ted Stern represented 
Bloomingdale’s on the United Air Lines 
flight featuring Sanitized leathers. Mr. 
Stern is with United Air Lines and 
represented them on that occasion. 





Antique Grains for Fall 
































antiqued grains. 
(ar higan Dae fect age Samm The wing tip shoe is cu! 
with brass eyelet: 
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Glazed Kid and Doeskin for the 


Interesting New Paris = Sponsored 


TWO-TONE SHOES 


COFFEE BEIGE, NO. 221 


with India Brown Doeskin or Kid 


AIRWAY GREY, NO. 79 


with Black Doeskin, Kid or Patent 


TWO-TONE, tone-on-tone —the cables 
from Paris are buzzing with news of col- 
ors that shade from light to dark. Its 
most effective interpretation is in glazed 
kid, imposed on darker suede or kidskin. 
To introduce this new idea promptly, use 
the mellow new Coffee Beige with dark 


brown, and Airway Grey with black. 


STANDARD KID DIVISION 
mLLteoO KID COMPANY 


209 South Street, Boston, Massachusetts 
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Hit the Headlines With Men’s Shoe Week 


[CONTINUED FROM PAGE 19] 


stores for package enclosures and direct 
mail distribution as well. In all litera- 
ture feature the slogan “A man is as 
smart as his shoes.” 

There’s good copy in the “enquiring 
reporter” idea, having him ask men 
seen looking at the windows what their 
favorite shoe style is, and why, or 
which of the new Fall shoe styles they 
like best. They might ask women what 
they think about men and their shoes— 
if they would like to see the men they 
know pay more attention to the wear- 
ing of correct shoes. This theme was 
used in a movie film by a Western 
store, the girl remonstrating with the 
young man who was going to take her 
out telling him she would not go un- 
less he dressed in better taste; here 
the store representative stepped into 
the picture and fold them both just how 
the young man should dress. Film and 
talk, with merchandise demonstration 
took one hour, and high school audi- 
ences including both boys and girls 
were very much interested. Be sure to 
include the women in your promotion 
plans. 

Another good publicity stunt is “The 
Answer Man” who, seated in a window, 
where there is a phone for lookers to 
ask questions pertaining to shoes for 
Fall, and a P. A. system for the an- 
swers, so the gathered crowd can hear. 
At intervals The Answer Man should 
announce that questions mailed to him 
will be answered in the newspaper. 
Some of the questions and answers of 
the window program can be used to 
pad out the newspaper column if 
needed. Arrange for a “come on” or 
two to help get the audience started. 
Have the new shoe styles displayed in 
the window, in a wardrobe setting. 


Copy Suggestion for News- 
paper Ad 


CORRECT SHOES ARE BOTH 
SMART AND ECONOMICAL 


When you select shoes with the 
“wardrobe” idea in mind, getting the 
right shoes for each occasion, you 
actually save money, in addition to im- 
proving your appearance. Shoes that 
get a rest wear longer; shoes made for 
a particular use serve best for that 
purpose. Study the five shoe groups 
suggested, then come in and see how 
well the idea works out. Once you have 
got the habit, you'll wonder how you 
ever passed it un. for so long. 

First, Business Footwear: 

Neither too severe or too sporty, but 
medium in weight to go with the pat- 
terns of suits. This Fall they may be 
the new custom-finished grains or the 
plain-surface leathers. 

Second, Dress-up: 

Plain shoes in dark colors, usually 
black, suitable for Sunday, informal 
evening or especially important busi- 


ness appointment—worn with a con- 
servative dark suit. 
Third, Leisure Shoes: 

These you might call spectator shoes, 
to be worn on days off; styles to go with 
semi-sports clothes. 

Fourth, Sports Shoes: 

The sturdy shoes you need for golf or 
hiking or other activity. Wearing the 
right shoes adds to skill and enjoyment, 
and they can stand the gaff. 

Fifth, Dress Shoes: 

Correct shoes for tux or tails. There 
can be no compromise here, and it’s 
pleasant to know you're right. 


As you choose, remember, “A man iz 
as smart as his shoes.” 


With this copy show correct shoe 
styles for each group. 


“We Like to Have 
Our Men Dress Weill” 
Say (town name) Women 


CONSIDER SMART APPEARANCE A COM- 
PLIMENT TO THEM, AND CORRECT 
SHOES IMPORTANT TO EVERY 
WELL-DRESSED MAN. 

One of the most gracious compli- 
ments a@ man can pay a woman is to 
dress neatly and correctly. His clothes 
need not be the most expensive, but 
they should be neat, appropriate and 
correct. Careless appearance on the 
part of her escort signifies a lack of 
consideration. 

With appropriate attire available in 


every price range, no man need be with- 
out the correct clothes and shoes for 
his various activities, and he has had 
ample opportunity to learn the mean- 
ing of the word “ensemble.” In fact he 
would probably be the first one to 
criticize if we should neglect to be ap- 
propriately and correctly dressed when 
going anywhere with him. 

It’s time we women formed an asso- 
ciation to make men pay more atten- 
tion to their appearance if they want 
us to go out with them—sort of boy- 
cott them if they don’t dress as they 
should, 

We could go on and on with similar 
opinions from the ladies of (Town 
Name), because, with the exception of 
those poor souls who would even take a 
man in @ barrel, every woman we 
talked with feels that any considerate 
man will dress so that she can be proud 
to present him to anyone they meet, 
even to the most intimate of their 
friends. 

During National Men’s Shoe Week, 
which begins tomorrow, and continues 
all next week, every man has an op- 
portunity to learn just which shoes are 
smartest with every Fall outfit. Near- 
ly every store handling men’s shoes is 
participating, and has special displays 
in the windows and in the stores. 
Whether you pay one price or another 
for your shoes, visit your favorite store 
and get acquainted with “what’s what” 
in Fall shoes, and when and where they 
should be worn. Remember, every 
woman likes to have her men folks well 
dressed. 


(If desired, notes regarding the new 
styles may be added to this article.) 





Attractive Packaging for New Baby Shoes 
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IMPROVED PRODUCT 


s , hnytengetr or experienced in profitably cultivating selected markets know that publica- 
tion members of The Associated Business Papers are tops in their fields. They know 
that the A.B.P. symbol stands for honest, known paid circulation; straightforward business 
methods and editorial standards that insure reader interest. 


But A.B.P. members know that, in changing times, they cannot rest upon the laurels of past 
achievement or present recognition. This very year they have modernized the CODE AND 
STANDARDS OF PRACTICE upon which their service to readers has been founded. 
Guide-posts of ethical business paper publishing for 23 years, these Standards have been 
made stronger and more enforceable than ever before. 


Read them and you'll understand the sincerity with which A.B.P. publications are constantly 
striving to improve their worth to readers . . . their value as advertising media. 


THE A.B.P. CODE AND STANDARDS OF PRACTICE 


The publisher of a business paper should dedicate bis best efforts te 
the cause of business and social service, and to this end each mem- 
ber of The Associated Business Papers, Inc., pledges bimself: 


1 To consider, first, the interests of the subscriber. 
To subscribe to and work for truth and honesty 
departments. 

3 To endeavor to be a leader of thought in his editorial columns, 
and to make his criticisms constructive. 


in all 


To encourage all constructive efforts to improve the standards | 


and quality of advertising. 

To avoid unfair competition. 

To determine what is the highest and largest function of the 
field which he serves, and then to strive in every legitimate 
way to promote that function: 


Further, cach member of The Associated Business Papers, Inc., shall 
subscribe to and agree to conform to the following Standards of 


Practice: 


give refuse to publish paid ‘‘write-ups"' and to measure all 
“news by the standard: ‘Is it real news?’’; to 

no material in the editorial pages as a consideration for adver- 
tising space; to refrain from the violation of copyrights of other 
publishers and use every reasonable means to prevent publica- 
eation of material which is the rightful property of another 
publication. 


@z To make available to all advertisers the prices of all space 
“preferred and specified positions, colo-s, bleed borders, inserts 
and services which a publisher may offer, and to make no dis 
crimization between advertisers as to prices, run-of-paper posi 
tions or terms or methods of payment bor the same amount and 
same kind of space used under the sgme conditions and within 
the same period of time. 


@+ To refuse to run any advertising copy in which any state 

3 ment or representation is made which disparages or attacks 
the goods, prices, services or advertising of any competiter or 
of any other industry, or which contains statements o- claims 
about an advertiser's own products or services which the pub 
lisher knows or has reason to believe are untrue or inaccurate 


q4qTeo promote and sell his own publication solely upon its 

merits; to make no misrepresentations either in the use of 
research data and survey results, or otherwise; to employ no ad 
vertising or personal selling methods which are unfair to other 
publications and advertising media. 


q5 To make available to advertisers full information regarding 
character and extent of circulation, including detailed cir 
culation statements, subject to proper and authentic verification 
and to maintain effective control over circulation sales channels 
to the end that (a) subse ij tions will be solicited only from in 
dividuals and firms interested in the field or industry served by 
the publication; (b) any premiums offered will not be introduced 
into any sales combination to the extent that the paper is bought 
mainly to secure the premium; (c) the amount of commission 
paid salesmen shall not be so g-eat as to encourage price-cutting 
to obtain a subscription order. 
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WHERE 
TO 
BUY 


Soles and Heels 





LITHOX CORD HEELS 
NON-SLIP 
Greatest value on market 
today. 


THe LITHOX corp. 
WAPAKONETA, OHIO, U. &. A. 











Carton Labels 


CARTON 
} LABELS 


TOLMAN PRINT INC 








Leather Soles 








HERE'S 
A SOLE 
CUSTOMERS 
RAVE 
ABOUT 


LEATHERPLUS 


More Flexible . . . Longer 
Wear . . . Weterproof. 


Write 
VAN TASSEL LEATHER CO. 


NORWICH, CONN. 
mokers of VAN TAN innersoles 





Transferred Back 
To Home Town 


CoLtumsus, Ga—F. E. Dyer, Jr., has 
been transferred by the Cannon Shoe 
Company back to Columbus from Mont- 
gomery to manage the Cannon Shoe 
Store, 1127 Broadway. In 1934 and 
1985 he was manager of this store, 
which was operated under the name of 
Nell “O'Neill Shoe Company. 


























E. L. Franken Named 
Potter Vice-President 


CINCINNATI, OHIO — Of widespread 
interest to shoe manufacturers and re- 
tailers, is the recent election of E. L. 
Franken, as a member of the Board of 
Directors and as vice-president of The 


Potter Shoe Company, Cincinnati. 






















EDWARD L. FRANKEN 


“Eddie,” as he is known throughout 
the industry, has been associated with 
the Potter organization for more than 
40 years; the last 15 years of which he 
served in an executive capacity. 

Mr. Franken’s jovial personality, his 
natural aptitude for winning and hold- 
ing friends, is one of his greatest char- 
acteristics. He is endowed with a warm- 
hearted sincerity and a personal mag- 
netism that has endeared him to all 
those who come in contact with him. 

The Potter Shoe Company feels that 
Mr. Franken’s new election will be 
the means of giving him an added op- 
portunity to use his popularity in the 
expansion of new business and, at the 
same time, to weld even closer the high 
esteem he already has among the many 
employees of the store. 





More Fall Hosiery Shades 


Since the publication of our Fall 
hosiery story in the July 1 issue of 
Boot AND SHOE RECORDER, additional 
manufacturers have sent in their colors. 
Roman Stripe has six new shades, in a 
middle range, none of them very bright 
or very dark, but all well blended to the 
Fall fabric and leather colors. Among 
these are “Bali, a new version of a 
golden copper especially created for 
smart contrast . .. with Fall and 
Winter greens from lettuce to navy 
green.” “Hibiscus” is “a ruddy brown 
iridescent to harmonize with reddish 
browns, rust and ginger tones.” 

I. Miller has eight new colors. Among 
these are “Rustle” ‘for “sparkling 
excitement in radiant autumn-leaf 
brown” to wear with rust, green, black,’ 
blue and brown and “Haze—rose mist 
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Are You Going to 
The New York World’s Fair? 


You'll want to see, in the Incubator Build- 
ing, the display of Mrs. Day's Ideals for 
all stages of babyhood—from fabrics te 
flexible walking shoes—from 0 to 8. You'll 
appreciate this publicity as a sales-building 
asset—want to tie in with it. And while 
in New York plan to visit our office at 7! 
West 35th Street. 


MRS. DAY'S 
/I DEAL BABY SHOE CO. 
DANVERS, MASS. 








| 
| 
| 





over a classic beige,” to wear with wine. 
grape, rosy brown, black. Holeproof 
calls its new line of 15 shades “Patri- 
otic Colors” and gives them such ap- 
propriate names as “Colonial Dame,” 
“Gold Rush,” etc. Their “Americana” 
has been specially dyed a “yellow beige 
for all new greens and mustard tones” 
and their “Independence” is “a new 
tone for all the new brown furs, so 
important for Winter.” 





Compo Shows 17 Per Cent 
Gain for Half Year 


Boston, Mass.—Figures on shoe pro- 
duction continue to show an upward 
trend. A recent bulletin from the U. S. 
Department of Commerce states that 
the total volume for the first five 
months of 1939 was approximately 20 
million pairs more than the same period 
of 1938—a gain of 11.8 per cent. Sig- 
nificant figures have just been released 
by the Compo Shoe Machinery Cor- 
poration reporting a total volume of 
29 million pairs of cement sole shoes 
made with Compo equipment and ad- 
hesive during the first half year—a 
gain of 17 per cent over the same 
period a year ago. 

That the trend is national in scope 
is clearly indicated by the fact that the 
Compo figures are based on reports 
from factories in all parts of the 
country. 



















s 
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TALKING WINDOWS START THE SALE 





For Your World’s Fair 


Window Trim 
PRICE TICKETS and CARDS 





Aquamarine, yellow, 
on white. 


Any assortment 
of price tags: 


6 Doz. $1.10 
12 “ $2.00 


SALE ® TALKING WINDOWS START THE SALE 


i 











color trim each month. 





Samples on request to show you 
how they effectively give you a new 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Il. 


THAT BUILDS AND 
HOLDS BUSINESS 


Retails $6.00 
Other styles $5 and $7 


Nu-Matic Shoes are Union Made. 


Exeiusively manufactured by Rohn Nu-Matie Shee 
Mfg. Company, 512 W. Florida St., Milwaukee, Wis. 








Note the name on the arch-brace, 
visible te your 
therefore 


customer's eye; 
, a helpful selling feature. 
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ALKING WINDOWS START THE SAL 
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CUSHIONED SHOES 
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Shoe Windows Look 
Forward to Fall 


[CONTINUED FROM PAGE 16] 


At any rate a lot of shoe merchants 
figure it is, and so we find early Fall 
shoe windows appearing in stores 
throughout the country, in metropoli- 
tan centers and smaller communities, 
in department stores, chain stores and 
independent retail shoe stores. Appar- 
ently the idea of showing Fall shoes in 
late July and early August, regarded 
as an innovation in merchandising a 
few years back, is now a definitely es- 
tablished practice in the business of 
shoe retailing. 

By and large, throughout the coun- 
try, shoe stores appear to have done a 
pretty sound and intelligent merchan- 
dising job this Summer, particularly 
with reference to clearance sales. Sales 
there have been, of course, and they 
have been heralded with plenty of pub- 
licity in window displays and newspa- 

_ per advertising. But most of the sale 
publicity we have seen has been well 
designed and constructive—not the de- 
structive, cut-throat variety that has 
done so much damage to the industry 
in.some other years we can recall, 
when retail conditions were no more 

_ difficult than they have been this year. 

__ Particularly we have noticed a ten- 

dency to promote white shoes more in- 


telligently, and there have been fewer 
early cut-price sales on whites than 
in most other years. That’s distinctly 
encouraging and in line with what 
Boot AND SHOE RECORDER has been ad- 
vocating for years, namely, selling 
white shoes at a profit as long as the 
hot weather season and the vacation 
demand for them continues. 


Buying Trends in 
New York Stores 
[CONTINUED FROM PAGE 29] 


that comfortable feet take lines off the 
face ... perhaps more successfully than 
an expert on beauty. One shop esti- 
mated ninety per cent of their sales 
were low heels. This case is an extreme 
side of the picture. A more general 
figure is sixty per cent. Very tall girls 
find that a heel-less evening slipper 
meets their needs admirably. This low 
heeled story does not include all shops, 
however. The larger number of cus- 
tomers of some shops still prefer high 
heels. Many buyers feel that if high 
heels are not more comfortable they are 
certainly more flattering than low ones. 


Playful Feet 


Buyers are quick to point out the 
popularity of play shoes. They are sold 
in all price ranges and presented in 
many styles. Some say that any type 
play shoe is popular while others main- 


tain that a lift type or wedge heels are 
preferred by their customers. A woven 
leather shoe is said to be very popular. 
Women generally seem to prefer a 
lighter type sport footwear than they 
have been wearing. Some customers 
like a rough leather shoe. 

One shop reports that evening shoes 

. . of a type to be worn in August... 
are selling very well. Others report 
that customers prefer footwear of crepe 
material that may be dyed to match any 
costume. 

Suede, of course, is the popular 
leather used in shoes women are buying 
for Fall. Black, as usual, is the popu- 
lar color with brown, green, and wine 
being good colors but generally reported 
as having scattered sales. 


Butler’s Lease Jacksonville 


Store 


JACKSONVILLE, FLA.—Involving $30,- 
000 in rental payments for a five-year 
period beginning October 1, Butler’s, 
Inc., shoe retailers, have entered into a 
lease with the F. W. Woolworth Com- 
pany for the store at 106 Main Street, 
it was revealed when the lease was filed 
with Clerk Elliot W. Butts of the Cir- 
cuit Court. 

Dated May 24, the lease covers a 
frontage of 16 feet 10 inches on Main 
Street, the depth of the store space be- 
ing given as 54 feet two inches. It is 
in the Williams Building. 
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Nurses’ Shoes 








NEW Osco 
SUPER PLIABLE 
Process 
No. 6144 Black 
Glove Kid. 

No. 6145 White 
Glove Kid. 
AA-EE $1.35 


OWENS, SHOE Co 
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Expands Business 


Detroit, Micu.— William Zimmer- 
man, who has operated the Harper 
Boot Shop on Harper Avenue, Detroit, 
for a number of years, has expanded 
his business and added a complete line 
of Douglas shoes. He has changed the 
name of his business to the Harper 
Douglas Shoe Store, completely re- 
modeling and enlarging the shop. 

Mr. Zimmerman gives credit to his 
new line and his modernized shop for 
a 40 per cent increase in business. 
Milton Zimmerman, brother of the pro- 
prietor, is manager. 


Bag Manufacturers Are Alert 
To Style Trends 


[CONTINUED FROM PAGE 22] 


He uses the same fabrics and colors 
which have been made into coats, suits 
and dresses and brings out his new line 
of bags at the same time that the (New 
York) ready-to-wear market opens, so 
that buyers can place their first bag 
orders at the same time that their store 
is making its first ready-to-wear pur- 
chases. If you have followed these two 
markets this past month, ‘you will have 
noticed how closely the fabric bag 
houses follow the trends in coats and 
suits and dresses. Faille and grosgrain, 
crépe and some moiré, plaids and velve- 
teens, are being featured in Fall 
clothes, so they are also the leading 
fabrics in bags. 

With both leather and fabric bag 
manufacturers, pattern and detailing 
are strongly influenced by general fash- 
ion trends. We hear a great deal about 
“dressmaker” treatments in _ shoes, 
coats and hats. Bag makers have used 
the same ideas and have made soft, 
feminine-looking models with dress- 
maker details in stitchings, pleatings, 
shirrings and puffings. One of the most 
talked-of treatments in shoes in the 
past few seasons has been the draped 
treatment. Dresses and millinery have 
also used this idea extensively. Women 
have found it an attractive theme in 
ensembling their accessories. A smart 
young woman, seen recently, gave dis- 
tinction to her whole costume by wear- 
ing a draped turban and carrying a 
handbag with the same treatment. Now 
the “bustle bag” has come in with the 
bustle dresses, belts and hats. I have 
seen the same idea carried out less 
dramatically with a handbag and belt. 
Bag frames and fastenings are elabo- 
rate in gold plastics and jewels this 
season and coordinate beautifully with 
the current trend in clips, pins and 
necklaces. 

The influence of imported bag styles 
and high styles used by American 
manufacturers in the previous season 
is also very important. The medium 
and volume price house is proud to say, 
“This is a copy of S——,” mentioning 
a well-known French designer, or “This 
is a copy of a K——,” referring to 
some well-known American high style 
house. 

The first test of a new style comes 
when the buyers look over the lines. 
Although they ask the manufacturer to 
show them his leading new patterns, 
they often end by telling him which are 
the best and even advising him as to 
what changes to make in certain models. 
The first week of selling in the stores 
is usually enough, they say, to deter- 
mine which styles meet with the best 
consumer acceptance. 

There is, however, still another way 
for the manufacturer to know in ad- 
vance which will be his best patterns. 
The resort market—Florida and the 
Coast—gives a pretty accurate picture 
of the trends for the coming Summer 


BOOT ano SHOE RECORDER, August 5, 1939 


< “. 
S gv, 
= 

S 
S TRIPLE PLAY 


for your 
sock lining money! 









COLOR... FINISH... 
and WEAR are built into 
RELETHA .. . and stay 
there for lifel You get 
triple value by insisting on 
this finest of all substitute 
sock linings. 














PROSPECT MILLS CORP. 
15 Chestnut St., Cambridge, Mass. 








season. A volume bag-buying concern, 
which gives remarkable service to its 
stores—some 600 throughout the coun- 
try—uses the early selling seasons in 
certain sections to get a very accurate 
picture of consumer choice. They pur- 
posely offer a great variety in patterns, 
materials and colors so that the con- 
sumer can exercise a very free choice. 
At the end of the first week, they tell 
me, they know what will be the season’s 
best sellers. This information they pass 
on to their stores. When re-orders 
come in they are able to fill them over 
night, so accurately have they fore- 
seen in just what styles to expect these 
re-orders. 

So, in a variety of ways, the store is 
served by a large group of alert manu- 
facturers and Mrs.—and Miss—Aver- 
age Consumer is able to select good 
styles early in the season when she is 
assembling her wardrobe. The style job 
done by these houses in the medium 
and volume price brackets is of first 
importance to the shoe merchant who 
finds that bags in this price range are 
the traffic builders for his store or shoe 
department. 


Armstrong’s Enlarge Store 
SEATTLE, WasH.—Preparing for thei: 
Fall stock, Armstrong’s shoe store 
4507 University Way, started thi: 
month to enlarge and remodel. Th: 
work will be completed this month. 
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August Marks 15th 
Anniversary of Jarman Co. 


NASHVILLE, TENN.—It was just 15 
years ago this August that the first 
pair of Jarman Shoes was cut and put 
into production. The first shipment was 
made on September 5, 1924. 

The plans of organization for the 
company were laid in a room at the old 
Maxwell House Hotel in Nashville, by 
the late J. F. Jarman and W. H. 
Wemyss, founders. Initial production 
plans provided for 240 pairs of shoes 
a day—but almost immediately it was 
found necessary to expand the factory 
plants, and on two occasions, during the 
first four years of the company, the 
original factory was enlarged. 

In November, 1928, the factory was 
moved to its present site on Gallatin 
Avenue, Nashville, and on several oc- 
easions since, the plant at that location 
has been enlarged. Today, the Jarman 
factory capacity is 7200 pairs per day, 
and Jarman Shoes are distributed 
through stores in 48 states and 18 
foreign countries. 

While the Jarman Shoe Company 
was the original name of the organiza- 
tion, the company is now known as the 
General Shoe Corporation, which was 
adopted as the name of the organiza- 
tion in 1933, the Jarman Company be- 
coming a selling division of the cor- 
poration. Head offices of the company 
are at Nashville. 

Present officers of the corporation 
are: W. Maxey Jarman, president; 
W. H. Wemyss, executive vice-presi- 
dent; Harlan Lawson, general man- 
ager; William M. Blackie, vice-presi- 
dent; Earle T. Bumpous, vice - presi- 
dent; George W. Noland, vice - presi- 
dent; Henry W. Boyd, Jr., vice-presi- 
dent and treasurer; Charles W. Cook, 
assistant vice - president; James P. 
Saunders, secretary; Houghton Vaughn, 
assistant vice-president; O. C. Williams, 
auditor; Anderson Spickard, assistant 
treasurer; Noble C. Caudill, assistant 
secretary. 


New Kaufmann Organization 


Begins Operations 
Los ANGELES, CALIF.—The men’s 
new play shoe and slipper operation 


Costume in Suede 


The double yoke across the shoulders 
and the belted back drape give the sea- 
son’s dressmaker touches to this all- 
occasion, fitted suede coat, designed by 
Voris and worn by Kay Griffith of 20th 
Century Fox. The laced edge, off-the- 
face suede hat with peak crown and 
the envelope purse and gloves are of 
matching Dutch Blue Lawrosuede. By 
way of contrast, Miss Griffith wears 
brown spectator calf pumps. Photo 
courtesy A. C. Lawrence Fashion Bu- 
reau. 





which Melville Kaufmann has organ- 
ized under the name of California 
Casuals, Inc., started operation recently. 
What has been termed by all who have 
seen it as a small model factory, has 
been established wherein will be devel- 
oped interesting play shoe and slipper 
ideas. In most of them will be incor- 
porated the well known Coolee sole 
construction. Mr. Kaufmann states 
that the dealer response from all over 
America has been particularly gratify- 
ing. Dealers are not only buying their 
requirements in slippers, but most of 
them are purchasing small size sched- 
ules of play shoes to take care of this 
new development in men’s wear. He 
further says that although it is known 
that men change their buying habits 
much more slowly than women, once 


[41] 


De Laxe Model X-Ray 
Shoe Fitter. Three “view- 
scopes” in use at once. 





X-RAY Closes Sales 


The style is right. . . the color 

perfect .. . how about the fit? 

X-Ray helps them decide quick- 

ly. Three view-scopes enable 

the customer, sales-person and 

a third party to see that the 
shoes fit properly. 

Good fit is promptly con- 

firmed, defects instantly 

revealed. Let X-RAY 

close more sales for you 

with less chance 


of “come-backs"’ after 
shoes are worn. Write 


X-RAY SHOE FITTER, INC. 


3533 N. Palmer Street, Milwaukee, Wisconsin 








they do so, they are far more likely to 
remain faithful to their acceptance of 
a new idea. 


Hoskins Sells Store 


HARLAN, Iowa—Roy Hoskins, opera- 
tor of the Harlan Shoe Store, here, for 
the past eight years, has sold his store 
to James V. Hinrichs, a Harlan young 
man who was employed in the store for 
three years but has worked the past 
year in Orange City, Iowa. 

Mr. Hoskins, accompanied by his 
wife, daughter and son, plans to leave 
soon for the West Coast. He hopes to 
find a business location in California. 











BOOT AND SHOE RECORDER 
reaches the Consumer through the 
Man at the Fitting Stool—the vital 
Point-of-Sale. 


























HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 





Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOWELL 


Buffalo Retailers Plan for 
Annual Outing, August 16 


BuFrFraLo, N. Y.—Shoe retailers from 
all cities and towns in Western New 
York and shoe traveling salesmen who 
make Buffalo their headquarters are 
looking forward eagerly to the 30th an- 
nual picnic of the Buffalo Shoe Re- 
tailers’ Association, which will be held 
at Walker’s Grove, on Wherle Drive, 
Williamsville, N. Y., on August 16. 
Each year that the Buffalo shoe re- 
tailers have staged these outings, the 
attendance has grown and grown until 
today it is the leading gathering of shoe 
men in this section of the state. Large 
delegations from Rochester, Niagara 
Falls, Tonawanda, Lockport, Medina, 
Batavia, Jamestown, Dunkirk, Ham- 
burg, Lancaster, Olean, Brockport, Wil- 
son and as far east as even Syracuse, 
have made reservations, so that present 
indications point to an attendance of 
at least 500 persons. 

One of the big features of the outing 
will be a “Night in Paris Dinner,” at 
which the art of French cuisine will be 
served at its best. In addition there will 
be ball games between the Shoe Re- 
tailers of Buffalo and the Shoe Travel- 
ers of this city, as well as a similar 
game between the Shoe Retailers and 
Shoe Travelers of Rochester. There 
will be a golf contest; a tug-of-war 
between the traveling men and the re- 
tailers; a fat men’s race; egg-throwing 














contest; sack race and special games 
for men over 60 years. George Kalb 
already has notified the committee that 
he will head a delegation of 35 shoe 
men from Rochester and probabiy more. 
These are interested in promoting in- 
terest and attendance at the New York 
Shoe Retailers’ Association convention, 
which will be held in the Flower City 
September 10, 11 and 12. 

This outing also will mark the re- 
entrance into these outings of Harry J. 
Deters, veteran business manager of 
the organization and one of the most 
widely known shoe men in the state 
and nation, who has taken a prominent 
part in affairs of both travelers and 
retailers for a quarter of a century. 
Mr. Deters was unable to attend the 
last outing, the first one he missed in 
20 years, but this year is able to lend 
his seasoned advice to the various com- 
mittees, which insures a high standard 
of entertainment. 

The various committees in charge of 
different phases of the outing are: 

General chairman, Fred Manning; 
cochairman, Harry J. Deters. 

Tickets—chairman, George J. Seif- 
fert; assistant chairman, Ben Etkin; 
members—Oliver La Reau, Paul Davis, 
Ben Thome, Robert Holmes, Clarence 
Lanich, George Cyran, Jack Jacobs, 
William Goldbach, M. Santercole, Her- 
man Jadd, Herman Meyer, Frank Fio- 
rella, Jacob Meyer and Edward Lauck. 

Prizes — chairman, Oliver Lareau; 
members—Ben Etkin, Ben Thome and 
Frank Penzica. 

Refreshments — chairman, Harry J. 
Deters; members—Fred Manning and 
Oliver Lareau. 

Dinner—chairman, George Seiffert; 
members, Carl Hoffman, John Maier 
and M. Katzman. 

Sports—chairman, Ben Etkin; mem- 
bers—Robert Holmes, Clarence Lanich 
and Ben Thome. 

Golf—chairman, Carl Sickler; mem- 
bers—Joseph Pfeiffer, Lee Cummings 
and Charlie Martin. 

Baseball—chairman, Earl Chamber- 
lin, Philip Kingston, Thomas Rodgers, 
Walter Johnson, Max Safir and Lazarus 
Rosenfield. 

Quoits — chairman, George Seiffert; 
members — Michael Santercole, Chris. 
Reis, Jack Jacobs, Emanuel Goldstein 
and Felix Kurek. 

Music and entertainment—chairman, 
George Seiffert; members — George 
Cooke, Henry Baier, M. Laprell, Nat. 
Shapiro and Paul Davis. 

Publicity—chairman, Harry J. Det- 
ers; members—Paul Davis and Frank 
Fiorella. 

George Kalb of the Rochester dele- 
gation is being assisted in the arrange- 
ments for bringing over a large delega- 
tion by Fred Meyers, John Schemke and 
Jack Service. The latter has not missed 
a Buffalo outing since they started. 





To Open Retail Store 


Cuicaco, Int.—Ed Dannen, well- 


known as a shoe traveler for represen- 
tative lines in recent years, will enter 
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IN STOLK PRE WELTS 






Style 553—Tan Elk 
Style 554—White Elk 


Shoe merchants appreciate the 
eare that goes into making Elam’s 
children’s shoes. That’s why, 
through the years, retailers have 
insisted on Elam’s. The quality 


you get in Elam’s shoes makes 
them all the more desirable. If 
you haven’t as yet, make sure to 
see the new line. You'll under- 
stand why retailers prefer to sell 
these shoes. 


F.S. ELAM SHOE CO. 











the retail end of the shoe business very 
shortly by opening a store at 421 W. 
Jackson Boulevard, in the Loop. 

“I intend to give customers good 
values at attractive prices based upon 
a@ narrow mark-up, depending upon 
rapid turnover and volume,” Mr. Dan- 
nen explained. 





Paul Tenzer Represents 
Bond Shoe 


DerroiTt, MicH.—Paul Tenzer, for- 
merly of Shapiro Shoe Company of 
Boston, is now representing Bond Shoe 
Company in Detroit and Michigan. 


Rodin Now Cannon 
Shoe Manager 


Sat Lake City, UTan. — Wendel! 
Rodin, formerly assistant manager of 
the Keith O’Brien, Inc., shoe depart 
ment, is now managing Cannon’s Sho: 
Department at Butte, Mont. 

Budd Just, now assistant manager 0! 
the formerly mentioned store, is on « 
vacation - honeymoon, having recently 
married. 

The former red, green and tan chair: 
of the department have been replace: 
with brown and tan trim. 

Steve Huff, manager of the depar'- 
ment, reports business on a par with 
last year, though early months of the 
year showed increase over same period 
last year. 
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BRE. OCK 
HEELS 


Reg. U. S. Pat. Off. 


it probably is—because Production 
Men find that BREASTLOCK 
HEELS speed up preduction and 
turn out better quality footwear 
well within cost allowances. 


They eliminate three operations—flap-splitting, flap- 
laying and flap-trimming—which, on Continental and 
Boulevard heels especially, are slow, costly and unsat- 
isfactory operations. There is no waiting for breast- 
flaps to dry; a special benefit during muggy weather. 
Consequently Production Men find that they can make 


more shoes in the same space on the same lasts when 


they use BREASTLOCK HEELS. 


And you'll be pleased to know that, in spite of all 
these advantages, most types of shoes cost no more 


with BREASTLOCK HEELS; some cost less. 
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Fall Orders Strong in Chicago Area 





Retailers Look for Good Fall Season—80 Per Cent of Sales 
Are Black Suedes with Brown Much in Favor for Early Selling 


Cuicaco, ILt.—Optimism for a good 
Fall shoe season continues to reign in 
the Chicago area as expressed in steady 
and confident buying at the Shoe 
Buyers’ Days of the Chicago Shoe Trav- 
elers’ Association, held July 24 and 25 
at the Hotel Morrison. 

Black suede continued to top all or- 
ders by more than 80 per cent. There 
was a lot of interest in alligator with 
genuine black alligator leading the 
brown by a three-to-one ratio. Brown 
shoes were second in selling order with 
an indication that the demand for 
them may run from 18 to 20 per cent 
during the early Fall season. Other 
colors, including a few tones of grays, 
greens and wines, sold only in small 
quantities, and present indications are 
that they will be chiefly a shop proposi- 
tion this Fall. Most popular selling 
patterns were built up pumps, ties, 
spectator sports and suede pumps with 
tips and foxings of the same color in 
alligator or other materials. Spat type 
and button-trimmed shoes appear to be 
slated for a season of popularity in 
this area. There were also a number of 
calls for black and brown suede seam- 
less pumps. 

Also in demand were walking and 
comfort-type shoes in plain and smooth 
leathers as well as in alligator. In col- 
lege and school-girl shoes, browns, par- 
ticularly in the new antiqued and man- 
nish type of shoes, sold especially well. 


——_ 


Youthful Styles Featured 


Sr. Lovis—With the Autumn shoe 
selling season definitely under way, 
dealers report a brisk response to Vital- 
ity’s Fall advertising campaign. Vitality 
advertisements are regularly appearing 
in leading publications. In the October 
issue of the Ladies’ Home Journal ap- 
pears another of Vitality’s series of 
full-color, full-page national magazine 
advertisements promoting the line’s 
youthful styles. ° 
’ Vitality’s Fall and Winter promo- 





tional program emphasizes the snug- 
fitting comfort, high-quality workman- 
ship, up-to-the-minute fashions, and 
durable leathers and materials em- 
bodied in Vitality shoes. Included in 
the wide variety of supplementary ad- 
vertising pieces offered dealers are di- 
rect mail literature, envelope enclosures, 
window display material, neon signs, 
radio recordings, and a complete news- 
paper mat service. 

So successful did the Artists’s Sketch 
Book of Vitality Styles prove when it 
was offered to consumers in national 
advertisements last Spring and Sum- 
mer that Vitality’s Fall and Winter 
campaign again capitalizes on the book- 
let’s pepularity. The Artists’ Sketch 
Book of Vitality Autumn Styles is sent 
all readers who write for the name of 
their nearest Vitality dealer. 

Vitality shoes are manufactured by 
the Vitality Shoe Company, a division 
of the International Shoe Company, St. 
Louis, Mo. 


Beck Store in Boston to 
Open September | 


Boston, Mass. — Extensive altera- 
tions are being made at the Tremont 
street location which has been selected 
by the A. S. Beck Shoe Corporation for 
its first Boston store. The store, which 
has a frontage of about 30 feet, is be- 
ing completely remodelled and is ex- 
pected to open about September 1. 
Women’s style footwear will be fea- 
tured at the single price of $3.98. En- 
larged reproductions of congratulatory 
letters from Governor Saltonstall and 
Mayor Tobin are currently being dis- 
played on the boards covering the store 
front. 


Larisen Transferred 
San ANGELO, TEXAS—Mike Larisen, 


who has been in charge of the Margo 
Shoe Department of the Maurice Shop, 
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here, for the past year, has been named 
manager of the Margo shoe department 
of the Cinderella Shop at Lubbock, 
Texas. Dennis Rose, assistant in the 
shoe department here, will succeed Lar- 
isen as manager for Maurice. 





New Store Front Material 


Nitzes, Mico.—The Kawneer Com- 
pany has recently introduced a superior 
type of store front facing material— 
K.Z.S. Architectural Porcelain Enamel 
Panels—to supplement its weil known 
line of rustless metal store front con- 
struction. 

Important advantages, including a 
choice of 27 colors, are covered in a 
very attractive 15-page booklet in 
color, which is available to readers on 
request to the factory. 





Dickinson to Manage Store 


MONTGOMERY, ALA.—A. Russell Dick- 
inson is the newly-appointed manager 
of Ai Levy’s Shoe Store. Mr. Dickin- 
son comes to Montgomery from Lake 
Charles, La. He has had 15 years’ ex- 
perience in selling shoes, having been 
connected with shoe stores in Houston 
and Dallas, Texas, before going to Lake 
Charles. 





Enlarges Plant for 
Increased Production 


CLAREMONT, N. H.—The Kimel Shoe 
Company of Claremont has just re- 
arranged their entire plant so as to 
enable them to increase their produc- 
tion. At the present time they are 
making in the vicinity of 8000 pairs of 
shoes daily. This factory is under the 
supervision of Miss Etta Kimel. 





Nunn-Bush Sales Ahead 


MILWAUKEE, Wis.—Nunn-Bush Shoe 
Co. reported a brisk business on sport 
numbers this season with sales for the 
third quarter expected to run approxi- 
mately 5 per cent ahead of the same 
1938 period. In the fiscal year ending 
Oct. 31, 1938, Nunn-Bush showed net 
income of $215,990. 











Streamer: Red border and “Sale” on white. 
Size: 24” long—S"” wide. Price: 3 for 25c. 


FALL TICKETS READY 
Samples on request 
Merchants Service Dept. 


BOOT & SHOE RECORDER 
209 S. State St., Chicago 


SALE TICKETS and ARROW STREAMERS 








Any selection of 
prices wanted: 


6 Doz. $1.50 
e i323. * 2.75 


Size 114"x2%" 
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TO THE TRAVELING SALESMAN 


—Several years ago one of America’s most successful manufacturers said 


to me: 
“We use Boot anp SHoe REcorDER advertising 
pages because they grease the door hinges of 
the stores our salesmen want to sell. If the 
Recorper did no more than that (and it does), 
it would be well worth the investment.” 


—Today, more than ever before, it’s difficult to sell goods. Competition, 
chiseling, domestic and world problems, all tend to make the traveling 
salesman’s job a trying one. 


—But it can be made less difficult if your line is consistently “plugged” 
in Boor anv SHoE REcorRDER. 


—Repetition makes Reputation— and Reputation makes sales easier 
to accomplish. 


—Ask your manufacturer to use the Recorper to help you “get more 


shoes sold right.” 
Sut 6 TER 


President. 
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POSITION WANTED 


WANTED TO PURCHASE 








SALESMEN WANTED 


We have a specialty that sells on sight 
to shoe stores and department stores. 
This is a fast, money-making proposi- 
tion for capable, hard-working sales- 
men. All territories open. Write, giv- 
ing details. 
Address ber? care BOOT & SHOE fecceces. 
40 Federal St., Boston, 











SIDE line salesman for stitchdowns, Prewelts, 
Misses’ McKays, Sports. Poloner Shoe, 110 
West Broadway, New York. 


WANTED— entaheiand shoe traveler to carry 
ladies’ high grade line retailing at $10.50 
and up, to cover eastern and southern territory. 
Send references with application. Ferralli 
Hollywood Shoes, 6619 Santa Monica Bilvd., 
Hollywood, California. 











ALESMEN Cecilie 4 store trade, two beau- 

tiful patented soft sole slippers in children’s 
and ladies. All territories, commission basis 
only. May be sold with non-conflicting line. 
Fullest cooperation. Write qualification first 
letter. 2349, care Boot & : os > Recorder, 239 
West 39th Street, New York, Me 


SALESMAN FOR NEW YORK CITY BY 
ESTABLISHED MANUFACTURER OF 
MISSES’ AND GROWING GIRLS’ GOOD- 
yy WELTS TO RETAIL AT $2.00 AND 
$3. ALL SHOES CARRIED IN STOCK. 
COMPENSATION ON COMMISSION 
anaes —) ONLY EXPERIENCED MAN 

TH A OLLOWING CONSIDERED. 
ADDRESS, $352, CARE BOOT & SHOE RE. 
—o 4 WEST 39TH STREET, NEW 


SALESMEN— Wanted in South and West to 
carry men’s $2 to $3 dress and work shoes 
on commission basis. References with first let- 
ter. Address $354, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 





SIDE line salesman wanted. Strictly Commis- 
sion basis, for In-Stock line of high styled 
Women’s Corrective Footwear. $4.00 Retail- 
ers. Advise line now carrying. Territories 
now open in South, also Ohio and Illinois, and 
Pittsburgh, Pa. Address %355, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y 








SALESMAN for Indiana and Iowa for staple 
women’s and children’s shoes and men’s slip- 
pers, out of Ry my liberal commission. Give 


ea ag a in first letter. Address £357. care 
Boot & S$ hog” Recorder, 239 West" "39th Street, 
New York, N. Y. 





FOR SALE 


IGH-GRADE Orthopedic Family Shoe Store 
Ht ‘or Sale in New wt Essex County. Ad- 
Shoe = Recorder 239 





rok» $358, care Boot & 
West 39th Street, New York, 


SHOE man, 12 rs’ retail experience in fit- 
ting, mercha: handising, stock control, person- 
nel, and window —— Cate position with 
progressive chain or t; will go any- 
where. Address £353, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 








SHOE MAN desires position, salesman or man- 
ager; 39 years of age, 22 years in retail 
shoe business; excellent background. Address 
$350, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


MANAGER AND BUYER wants position; 
experienced in chain and department store 
work. Pest of references. Will go anywhere: 
Address $351, care Boot & Shoe Recorder, 1627 
Locust Street, St. Louis, Mo. 


AVID GORMAN, 20 YEARS’ VOLUME 

CHAIN STORE EXPERIENCE, IN 
NEW YORK CITY AS MANAGER, DIS- 
TRICT SUPERVISOR, AUDITOR AND 
PERSONNEL; EXCELLENT REFER- 
ENCES. 1970 EAST 18TH STREET, 
BROOKLYN, NEW YORK. 











LINE WANTED 








MEN’S AND BOYS’ 
LINE WANTED 


Experienced salesman with fine buyer- 
acquaintance in New York, Philadel- 
phia, Baltimore and Washington is 
open for a good medium-grade line of 
men’s and boys’ shoes. Has covered 
this territory for years and has a 
splendid record of sales to his credit. 
Best of references furnished from deal- 
ers and manufacturers — For further 
information 

Address Box 360 goer AND SHOE RECORDER, 

239 West 30th Street, New York, N. Y. 











HAR F. LYON, Director of Cronbach- 
Lyon, London, England, will be at 
Hotel (tee New York City, August 5 
to 11. Interested in sports, cruise sandals, 
men’s and women’s for 1940; Slippers, medium, 
price fitting shoes and high grade promenade 
shoes. Desires contacting responsible manufac- 
turer seeking European markets. Terms 


REPUTABLE. LINE WANTED by man well 

acquainted with department ry mail order, 
chain stores and jobbers; East or Middle West 
pre‘erred. Address $359, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 











Good Business for First Year 


ToLepo, On10—The Foot Saver Shoe 
Shop, which opened in this city about 
one year ago, reports that business has 
been very gratifying in the past year 
of operation. 

Paul Loudner is manager of the shop, 
assisted by Lloyd B. Cruft. 





Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from man jobbers or retai 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nune-Bush, Ete. 
ERVIN BUBIN 
“The House of Jobse’”’ 
898 Reade St., Cor. Church 
Phone Barclay 17-7887 New York City 














PATENT ATTORNEY 














Move Improves 
Men’s Business 


MIAMI, FLa.—Relocation of depart- 
ments in Richards, formerly The Mark 
Store, has brought men’s shoes into a 
prominent place on the first floor. Ad- 
jacent to elevators and to a street en- 
trance, the department has been placed 
where it is easy of access. After a 
month’s trial the new location has been 
declared a success because of increased 
business. 








CLASSIFIED ADVERTISING RATES 
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IFLARN ADVERTISING 


a HOM 





IF you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 

It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 

Write today for the free booklet 
- . . it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 

















George A. Learned 


NEWBURYPORT, Mass.—George A. 
Learned, who retired in 1928 after hav- 
ing been the active head of the George 
A. Learned Shoe Manufacturing Co., 
for 23 years, died at his home here re- 
cently. He was 66 years of age. Mr. 
Learned, who was born in New Jersey, 
founded the shoe company which bore 
his name, in 1905. In addition to being 
the head of his own business, he was 
a trustee of the Newburyport Five Cent 
Savings Bank; and was a member of 
the board, also, of the Toll Manufac- 
turing Company and the Merchants’ 
National Bank, of which he was a vice- 
president. 

Mr. Learned was active in civic af- 
fairs, having been chairman of the 
Housing Committee of the City Plan- 
ning Board, vice president of the Anna 
Jacques Hospital, treasurer of the Old 
Newbury Historical Society and the 
local chapter of the Red Cross. He 
was also a member of the Tuesday 
Night Club, the University Club of 
Boston, the Old Town Country Club 
and the Old Newbury Golf Club. 

Mr. Learned is survived by his 
widow; a brother, Henry C. Learned 
of this city; and two sisters, Mrs. Al- 
bert G. Woodworth and Mrs. W. D. 
Sawyer, both of Arlington, Mass. 





New Leather House Opens 
Offices in Boston 

_ Boston, Mass.—A new leather house, 
Dimond Leather Co., Inc., opened 
offices here on August 1 at 161 


uth Street. Head of the new com- 
ny is I. Dimond, formerly head of 


the Dimond Kid Co., Inc. Charles L. 
Pierce will act as sales manager; and 
E. Harrigan, formerly of the Dimond 
Kid Company, will cover the New Eng- 
land states. The new company will 
be sole distributors of the well-known 
line of smooth and suede calf leather 
manufactured by the Verza Tanning 
Co., of Peabody, Mass. 





New Sales Tax 
Proposed in Massachusetts 


Boston, Mass.— After having been 
instrumental in killing one sales tax 
proposal about two months ago, Massa- 
chusetts merchants now find themselves 
confronted with the distinct possibility 
of another one, as the result of action 
taken by the Ways and Means Commit- 
tee of the State Legislature. This com- 
mittee, after holding hearings on a 
series of new taxes proposed by Gov- 
ernor Saltonstall, decided against them 
and is about to report an entirely new 
bill containing, among other tax provi- 
sions, a modified sales tax. 

In this tax, food will. be exempt, as 
well as other items listed as necessities, 
but shoes as well as all other articles 
of clothing will be subject to a two per 
cent sales tax—the only clothing items 
exempted being those having a unit 
price of $3 or less. 

Because of the surprise nature of the 
bill, retail merchants, instead of ap- 
pearing before the committee and pre- 
senting their formal protests, as was 
done once before, have been forced to 
combat this latest move by appealing to 
their customers to write letters of pro- 
test and by enlisting the aid of the 
various organized consumer groups 
throughout the state. This latter phase 
of the fight is in the hands of Daniel 
Bloomfield, manager of the Boston Re- 
tail Trade Board. A letter of protest 
also has been sent to the committee 
in behalf of his organization by Thomas 
J. Connors, president of the Boston 
Retail Shoe Guild. 





Modernizes for 39th 
Anniversary 

CuHicaco, ItL.—In celebration of the 
firm’s 39th anniversary in business this 
year, Brumlick’s Shoes, 4634 N. Lin- 
coln Avenue, has remodeled and doubled 
the size of the store. 

A corner store adjacent to the pre- 
vious location was taken over and added 
to the store, making a corner entrance 
and corner display windows now pos- 
sible. The former store area, which 
served both for selling and stock space, 
is now devoted entirely to stock, mak- 
ing an increase in lines and styles pos- 
sible. A modern front was added, and 
by closing up the former center en- 
trance, a new, long display window has 
been added. The store now has 63 feet 
of window frontage. 

Complete new fixtures to harmonize 
with the color scheme of burgundy and 
ivory have been installed in the new 
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MERCHANTS’ NEEDS 





TILA IIe 
4 F Q. C}. - - l] 
itil: t wdaDp ng JPVICE 
Ns, Alter Shoes to Fit 
Abnormal Feet 


DUNDE SHOE RE-SHAPING DEVICES, INC 











META-EZE 
ARCH SUPPORT 


A NEW idea in metatar- 
sal correction. Neat. Thin 
Light weight Made of 
| resilient cork and covered 
| with fine leather. Comes in sizes: small, medium and 
| large to fit all shoe sizes, men’s and women's. Re- 
| movable. Adjustable. Will not slip or pack down 
| $6.00 per doz. Sample pair 50¢. Watch for our ads 
on other Arch Supports 






G. KIRKPATRICK 
PLYMOUTH FOOT APPLIANCE & REMEDIES CO. 
PLYMOUTH, OHIO 











store. The new interior also includes 
a new built-in hosiery bar and bag de- 
partment. The latter proved such a 
successful addition that the complete 
new stock of bags was sold out within 
three weeks. 

Drop-ceiling, fluorescent lighting fix- 
tures, a novel method of treatment, are 
used for illumination. Fluorescent 
lighting is also used in the display win- 
dows. 

Brumlick’s Shoes, owned by Harry 
Brumlick, have been in business at the 
present location for six years, and pre- 
vious stores were at 1537 Clybroun 
and 4634 Fullerton. 


One Way of Doing It 


MARQUETTE, MicH.—The Mitzi Shop 
recently advertised a one-day sale of 
Summer shoes, patterned after those 
famous One-Cent Sales that drug stores 
use so effectively. 

They offered 300 pairs of seasonal 
shoes to the customers, who, after pay- 
ing the regular price for one pair, got 
the second pair for 10 cents. 

This is one way of conducting a 
clearance sale, and that it proved satis- 
factory is evidenced in the report that 
the Mitzi stock was sold out before the 
closing hour the day of the sale. 





Rondeau Running at Capacity 


FARMINGTON, N. H.—The H. 0. 
Rondeau Shoe Company of Farming- 
ton is now running to capacity and it 
looks as though production will keep 
up this way for many months to come. 





ACCURATE — IMPRESSIVE 
INEXPENSIVE 


These three words sum up the qualities 
of the T-Square measure. No 

need you put up with slip-shod measur- 
ing devices. No longer will you lose 
customers through wrongly fitted shoes. 
The T-Square e is ingly sim- 
ple to use. In a brief moment, you have 
@ true size of the foot. And the entire 
measuring process is bound to impress 
your customers with its authoritative 
way of taking sizes. 


Make sure the feet you fit this fall are 
fitted right. Months of wearing summer 
footwear upset regular foot sizes. And 
after a season in open heels and toes— 
you must measure feet correctly to sell 
properly fitted shoes. 





7 2QUARE 
FOOT 
MEASURE 





BALTIMORE, MD. P. H. Yolk Co., Inc, 
2-4 West Lombardi o ési2 


Plasea 6816 
PHILA. PA. iP. P. " 
641 Arch Street eemere S16 


BINGHAMTON, N.Y. _ &. A. Sweet Co. 
Binghamton 4-1652 


R IR, N. ¥. John J. Kalb & Sons 
37 Street Main 8073 


VELAND, 0. Hack Lea 
114 St. Claire Ave. "slate $094 
CINCINNATI, 0. 
1428 Race Sireet cherry 4493 


BOSTON, MASS. tham-Desmond Co. 
© TT ise an - 


ST. LOUIS, M Lonor- Mase : 

1608 Washington Ave” Gacwela dood 

CHICA ILL. Herbert Borden 
sm West Marquette Diva” 


os 
or apply directly to the manufacturer 


CHARLES HENRY BROWN & SON, Inc. 
Marbridge Bidg., 47 W. 34th St., N.Y. 


Telephone: PEnn. 6-2061 
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BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa 

CURTIS-STEPHENS & EMBRY CO., Reading, Pa. ...........0..--0ceceeeeees 28 
ELAM, F. S., SHOE CO., Rochester, N. Y 

GREEN SHOE MFG. CO., Boston, Mass. ...........-.. 6.66. s see cenees Back Cover 
KEITH, GEORGE E., CO., Brockton, Mass. ...... 2.2.2... ..0ccecceecceeeeees 8 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 


| OWENS SHOE CO., Salem, Mass 
ROHN SHOE MFG. CO., Milwaukee, Wis 
VITALITY SHOE COMPANY,. St. Louis, Mo. ..............ccceecceeceeeneees 


LEATHER AND OTHER MATERIALS 
ALLIED KID CO., Boston, New York and Philadelphia 


| DARLINGTON FABRICS CORP., New York City ... 


EVANS, JOHN R., & CO., Camden, N. J 


| HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa. .................... 2nd Cover 
| KISTLER LEATHER CO. Boston, Mass 

| OHIO LEATHER CO., Girard, Ohio 

| VAN TASSEL LEATHER CO., Norwich, Conn 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


i Sa OT nO, Gee OU Wemee MOOR CT oi on, ccc ccosewcserecedsccccccccecccees 2, 


LIMA CORD SOLE & HEEL CO., Lima, 0. ..... 3rd Cover 


LITHOX CORP., THE, Wapakoneta, O 

MEARS, F. W. HEEL CO., Boston, Mass 

PROSPECT MILLS CORPORATION, Cambridge, Mass 

UNITED LAST COMPANY, Brockton, Mass. ................ccccccccecceess 5 
UNITED SHOE MACHINERY CORP. Boston, Mass. ....................... 6, 33 
VULCAN CORPORATION, Portsmouth, Ohio Front Cover 


STORE EQUIPMENT AND FINDINGS 


BROWN, CHARLES HENRY, & SON, INC., New York City 
DUNDE SHOE RE-SHAPING DEVICES, INC., Hollis, N. Y 
HOWELL CO., St. Charles, Il 

PLYMOUTH FOOT APPLIANCE & REMEDIES CO., Plymouth, O 
X-RAY SHOE FITTER, INC. Milwaukee, Wis 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City j 
EDWARDS, VINCENT, Advertising Course, New York City 
IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., Inc., New York City 

POLACHEK, Z. H., New York City 

TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass. 
TOLMAN PRINT, INC., Cambridge, Mass. 





OLORED LININGS 


.- Pay Dividends Where Selling Is the Most Effective 
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Day in and day out ten thousand 
windows and ten million looking- 
to-buy customers combine to tell 
the same story: that people buy 
with their eyes. Through the sim- 
ple but artistic medium of COLOR 
HARMONY OF THE INNER AND 
OUTER SHOE dollars worth of eye- 
appeal is added to men’s footwear. 
Shoes with Geilich linings are first 
to step into retailers’ windows and 
first to walk out of retailers’ doors. 
This results in PLUS sales that 
means PLUS volume, and it adds 
up to PLUS profits. 
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f 7 cows pg wine. LEATHER COMPANY 


ALL FULL GRAIN. 
ENGLISH KIP 20 EAST ST. BOSTON, MASS. 
LININGS 





